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ABSTRACT  
This study examines Finnish business actors’ strategy-making vis-à-vis the 
Chinese market. The work extends strategy discourse studies in international 
business settings by establishing a novel link between strategy discourse and 
postcolonial theory. The data includes interviews with Finnish business 
managers, documents, observational data and media texts. The methodological 
approach used in the study is Critical Discourse Analysis, meaning that 
discourse dynamics are addressed at the societal, organizational and micro-
linguistic levels. The analysis shows how the dominant global business 
discourse is complemented by a less obvious, politically precarious and partially 
hidden Orientalism discourse. Orientalism informs strategy-making in various 
settings. It is inscribed in the discourse of the Finnish business media, which 
envisages the threat of China regaining its position as a world power in 
innovation. Orientalism also pervades the strategy talk of Finnish managers 
when they (de)legitimate market entry and evaluate opportunities in the 
Chinese market. Orientalism provides a socially available knowledge-base that 
can be easily drawn on by strategists, even in the absence of a colonial history. 
Orientalism enables managers to retain the subject position of the 
knowledgeable strategist in situations that are marked by considerable 
uncertainty and a lack of accurate information. This ‘knower’ position is 
maintained through othering, which leads to downplaying and 
problematization. Orientalism hence leads to unintended and potentially 
harmful consequences: It reproduces a hierarchical postcolonial setting between 
the advanced West (Finland) and mysterious and different non-West (China) 
which may hamper the forging of mutually beneficial business relations.  
Keywords: strategy discourse, international business, Critical Discourse 
Analysis, power relations, postcolonialism, Orientalism, China 
Tekijä: Kivijärvi, Marke 
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ABSTRAKTI 
Väitöskirjassa tarkastellaan suomalaisten liike-elämän toimijoiden Kiinan 
markkinoille kohdistuvia strategiapohdintoja. Tutkimus laajentaa ymmärrystä 
strategiadiskurssista kansainvälisen liiketoiminnan kentällä postkolonialistisen 
näkökulman kautta. Tutkimuksen aineistona on suomalaisten yritysjohtajien 
haastatteluja, dokumentteja, havainnointia ja mediatekstejä. Metodologisena 
lähestymistapana on kriittinen diskurssianalyysi, jonka mukaisesti diskurssien 
dynamiikkaa tarkastellaan yhteiskunnan-, organisaation- ja (mikro)kielenkäytön 
tasoilla. Analyysi kertoo, kuinka toimijat ottavat käyttöön hallitsevan ja viralli-
sesti hyväksytyn globaalin liiketoiminnan diskurssin rinnalle vähemmän ilmei-
sen, osin piilotetun ja poliittisesti kyseenalaisen Orientalismi -diskurssin. 
Orientalismi informoi strategian tekemistä erilaisissa tilanteissa: suomalaisen 
median rakentamassa uhkakuvassa, jossa Kiina palauttaa maailmanmahtinsa 
innovaatioiden tuottajana, sekä suomalaisten yritysjohtajien markkinaentryä 
(de)legitimoivassa ja Kiinan markkinamahdollisuuksia arvioivassa strategiapu-
heessa. Tulevaisuuden liiketoimintamahdollisuuksien arviointia leimaavat 
epävarmuus ja tarkan tiedon puute. Tällaisessa tilanteessa Orientalismi tarjoaa 
ilman kolonialismitaustaa oleville suomalaisille toimijoille helposti omaksutta-
van kulttuurisen tietovarannon, joka tekee puhujasta strategisen tietäjän. Tietä-
jän subjektipositiota ylläpidetään toiseuden tuottamisen kautta joka johtaa 
vähättelyyn ja problematisointiin. Ongelmana onkin että strategiadiskurssissa 
tuotetaan hierarkkista asetelmaa edistyneen lännen (Suomi) ja erilaisen/mystisen 
ei-lännen (Kiina) välille. Tällaisesta lähtökohdasta molempia osapuolia 
kiinnostavan liiketoiminnan rakentaminen voi osoittautua haastavaksi. 
Asiasanat: strategiadiskurssi, kansainvälinen liiketoiminta, kriittinen 
diskurssianalyysi, valtasuhteet, postkolonialismi, Orientalismi, Kiina 
   
 
Acknowledgements 
I take so much pleasure and happiness over achieving this piece of work. I am 
indebted to many people who made it possible. 
First of all, I want to express my gratitude and appreciation to my 
supervisors, Professor Päivi Eriksson and Adjunct Professor Pikka-Maaria 
Laine. Päivi, I am grateful that as a supervisor and co-author you have 
constantly made me strive for more. Thank you for all the inspiration you 
provided on doing research, your encouragement, insightful and competent 
guidance and above all your true presence throughout this process! Pikka, I am 
grateful for your clear, straight-to-the-point comments. Thank you for keeping 
up the spirit of “just do it.”  
I would like to express my warmest thanks to Professor Tojo Thatchenkery 
from George Mason University and Professor Janne Tienari from Aalto 
University for accepting the invitation to act as pre-examiners for this study. 
Thank you for providing such extensive feedback in your statements. These not 
only helped to improve this manuscript but also gave many insights on how to 
develop my work in the future. 
Since the first day I started my university studies, I have spent my entire 
academic career at the University of Eastern Finland. Therefore, I would like to 
give my sincerest thanks to all colleagues for their support. Also thanks to all 
doctoral seminar participants within our INNO group. I want to thank Professor 
Hanna Lehtimäki for comments and help keeping the ‘bogey’ away when I was 
finalizing this study. Finally, I want to thank Anu Antikainen and Nina Huotari 
for joining me in my PhD struggles and above all for their friendship and 
endless patience when listening to my worries.  
I’m grateful for getting the chance to gather my data in the “China Business 
Project,” and would like to express warmest thanks to all the managers who 
shared their time for the interviews. Equally, I would like to thank the project 
personnel. 
For the financial support, I want to thank the Emil Aaltosen säätiö, Jenny ja 
Antti Wihurin rahasto, Liikesivistysrahasto (Foundation for Economic 
Education), Suomen Kulttuurirahasto and Kataja FINNMARK (The Finnish 
Graduate School of Marketing). Further, this research has been supported by the 
strategic funding of the University of Eastern Finland.  
For language consultancy I would like to thank Virginia Mattila and Andrew 
Pattison. I thank Pia Eriksson for providing the English translations of the 
quotes in this study.  
   
 
Thanks to my friends, Venla, Mari, Sanna, for being there whenever I needed 
you. 
Finally, I wish to express my greatest gratitude to my family in Finnish.  
Haluan osoittaa mielettömän isot kiitokset perheelleni läsnäolosta. Kiitos, 
veljeni Erno ja kälyni Hanna-Leena, että olette olleet tukenani. Äitini ja isäni, 
Hannele ja Ossi Kivijärvi, ovat rohkaisseet ja tukeneet minua aina kaikessa 
mihin olen ryhtynyt. Kiitos siitä, että olette omalla esimerkillänne kannustaneet 
pyrkimään eteenpäin, vaikka mikä olisi! 
 
In Kuopio, September 2013 
 
Marke Kivijärvi 
   
 
 
Contents 
 11
PART I  17 
 17 
1.1 Theoretical background ........................................................................................................... 17 
1.2 Objectives and research questions .......................................................................................... 20 
1.3 Summary of findings and results ........................................................................................... 23 
 
 25 
2.1 Critical perspectives on strategy ............................................................................................. 25 
2.2 Advancing social analysis of strategy through CDA ........................................................... 28 
2.3 Strategy discourse studies in the international business setting ........................................ 33 
2.4 Postcolonial management and organization studies ........................................................... 36 
2.5 Linking strategy discourse studies and postcolonial theory ............................................... 45 
 49 
3.1 Empirical materials ................................................................................................................... 49 
3.2 Analysis ...................................................................................................................................... 59 
 69 
4.1 Findings from Essay 1 .............................................................................................................. 69 
4.2 Findings from Essay 2 .............................................................................................................. 70 
4.3 Findings from Essay 3 .............................................................................................................. 71 
 77 
5.1 Main contributions ................................................................................................................... 77 
5.2 Managerial and social implications ........................................................................................ 79 
5.3 Reflection and ways forward .................................................................................................. 80 
 86 
 94 
Appendix 1. ..................................................................................................................................... 94 
PART II 97 
 
 
GOING TO CHINA — A PROLOGUE
1 INTRODUCTION
2 STRATEGY DISCOURSE STUDIES AND POSTCOLONIAL
 THEORY: INTEGRATION THROUGH CDA
3 DATA AND ANALYSIS
4 FINDINGS AND RESULTS
5 CONCLUSIONS 
REFERENCES
APPENDICES
RESEARCH ESSAYS
 .........................................................................
 ...................................................................................................................................... 
 ..................................................................................................................
 ..........................................................
 ......................................................................................................
 ..............................................................................................
......................................................................................................................
 ..............................................................................................................................
 ...............................................................................................................................
 ...................................................................................................................................... 
 
....... 
.
......
   
 
 
TABLES 
Table 1 CBP organization ........................................................................................... 50 
Table 2 CBP activities ................................................................................................. 51 
Table 3 Demographics of the CBP company participants ..................................... 53 
Table 4 Empirical materials and their appearance in the essays .......................... 58 
Table 5 Analyzing Orientalism in media texts ........................................................ 64 
Table 6 Essays 1-3: Synthesis of main results .......................................................... 74 
 
FIGURES 
Figure 1 Research setting ........................................................................................... 22 
 
  
Going to China — a prologue 
Whether it’s China or India or both, they will override Europe.  
--- 
And once they’ve bought all the companies and destroyed one another they will start 
wondering what to do.  
 
JOINING THE GREAT HYPE 
 
The opening quotation is a fragment from a casual discussion among a Finnish 
delegation during their visit to China. The visit was organized through a 
national-level practical project, hereafter referred to as the ‘China Business 
Project’ (CBP), which was set up to develop new business opportunities between 
Finnish and Chinese companies and universities operating in the knowledge-
intensive industry sector. The CBP was initiated and financed from Finnish 
sources and supported by a few chosen collaborators from China. The CBP was 
coordinated and managed by the project’s personnel in Finland (Project Director 
and Project Coordinator in charge), and their responsibility was to build a 
platform to support partnering with China.  
At the beginning, ten Finnish companies and a few research groups from a 
Finnish university joined the project with the aim to explore, evaluate and 
initiate or expand their business within the Chinese market. Thus the project 
had a strong strategic emphasis for the companies involved. The participating 
companies ranged from Finnish-owned small and medium-sized companies to 
Finnish subsidiaries of multinational companies. Their business scopes ranged 
from selling research services to R&D activities, and manufacturing and 
marketing at the very end of the industry value chain.  
The setting up of the CBP in the early 2000’s was driven by the hype about 
China, stressing the strategic importance of China as a part of the ongoing 
mantras of globalization. As is evident from the opening quotation, the CBP 
participant discussions, even though spiced with irony, anticipated that the 
emerging markets would inevitably dominate international competition. Within 
the CBP the urgency of establishing business relations with the Chinese was, in 
particular, built upon the fear that “When other sophisticated investors come to 
China, our opportunity will be lost” (Project Director in China/CBP). In 
consequence, the project personnel were engaged in motivating company 
members to proactively explore market opportunities and take part in joint-
partnering trips to China. 
The vision within CBP was that business potential in China would be based 
on innovation opportunities and the selling of expert services. Importing 
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product components was, in turn, deemed a relatively easy task and a stepping 
stone toward more complex business arrangements. Indeed, Western companies 
are now off-shoring to China not only in search of cost-savings but for market 
proximity and local talent (Jaruzelski & Dehoff 2008). Emerging markets are in 
general characterized by rapid economic growth together with the adoption of 
market liberalization and movement towards a free market system (e.g. 
Hoskisson, Eden, Lau & Wright 2000); and in the global media China and India 
in particular have been singled out as rivals to Western innovation leadership 
(The Economist 2010). China, for example, not only seeks technology transfer 
from the developed countries but also increasingly promotes indigenous 
innovation.  
The strengthening of emerging market innovation potential presents both an 
opportunity and a challenge for the Western world (Aiginger, Okko & Ylä-
Anttila 2009, 129). Instead of merely talking about China as ‘the world’s factory,’ 
our conception of China has transformed: “Now small companies from small 
countries need to also go to China, and not just for the cheap labor but skilled 
labor” (Merete Lee, on Making it in China – University/Business Collaboration 
seminar 2010). This was true for the CBP companies, who in spite of their 
differences were all interested in R&D opportunities in China. R&D 
collaboration with Chinese partners has also been recognized as an area of 
potential, which Finnish governmental agencies might foster (Järviaho, 
Lukkarila & Turunen 2008; Mikkola & Pirttimäki 2007), and big Finnish firms 
such as Nokia and Kone have R&D divisions based in China.  
Because the CBP was fundamentally interested in innovation opportunities, 
the partner search was at first targeted in Shanghai, which was seen as a hub for 
knowledge-intensive firms. Nevertheless, when paying visits to local companies, 
the CBP delegation would often be welcomed by managers who had acquired 
their PhDs from Europe or North America and already had business networks 
and engagements with the West. In many cases the first-mover advantage had 
been lost, and it was soon learned that finding completely untapped areas for 
collaboration, in R&D particular, would require concentrated efforts. Therefore 
the geographic scope of the CBP was enlarged to the cities outside the Shanghai 
area in order to find small, innovative companies that might benefit from 
partnering with European firms. Additionally, the search for innovative firms 
was intensified by taking the initiative of building a model for the systematic 
screening and evaluation of Chinese companies, as well as by establishing 
contacts with innovation hubs, such as universities and techno-zones.  
I joined the CBP at its inception as a part-time researcher. My task, amongst 
others, was to assist in gathering business-related information for the CBP. 
While working in the project, I was simultaneously conducting an academic, 
three-year intensive case study (Eriksson & Kovalainen 2008; 2010) on the years 
of the project’s active operation (the whole project was running for about 3, 5 
years). Thus, through my participation in various CBP activities, including 
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project gatherings, meetings and partnering trips to China, I had a chance to 
observe how the participants of the CBP became acquainted with the market. 
For example, the project’s regularly held seminars provided a discussion forum 
for the participants to construct meaning about the Chinese markets and to 
negotiate on the necessary actions and direction of the CBP. In these seminars, 
experiences were shared through reports, presentations and discussions. As the 
participating companies and research groups initiated business and 
collaborative relations, the CBP accumulated a knowledge base on China.  
 
 
“BUT THEIR IDEOLOGY IS SO DIFFERENT” AND OTHER 
BORDERS TO CROSS 
 
As I kept a constant ‘researcher’s gaze’ on the CBP’s activities, I noticed how the 
business opportunities in the Chinese market were discussed from various 
perspectives. In spite of the company participants’ general determination to 
explore business potential in China, the discussions also included a degree of 
caution. China was a new market for most of the participants and they had 
certain reservations regarding intellectual property enforcement, level of 
knowhow, as well as business process transparency and documentation.  
Finding appropriate and trustworthy partners was considered an especially 
key issue. It was collectively assumed that help from people with a Chinese 
background would be necessary, and the CBP took on a Project Director and a 
Project Manager in China. Their personal networks and knowhow were utilized 
for conducting quick background checks on partner candidates, contacting local 
companies, and negotiating access to local governmental bodies, which was 
considered crucial for successful business in China.  
In many ways China represented a ‘great unknown.’ The business managers 
within the CBP based their market evaluation on stereotypical ideas of Chinese 
culture and practices, highlighting its mysticism and difference from Finnish 
and Western culture. This is understandable considering that Finland and China 
do not share a particularly long business history. Moreover, even though China 
is visible in the global media, it still appears as a far-away country both in terms 
of its geographical distance and culture. Part of the exoticism is the result of 
Finnish business and culture guides on China, which tend to emphasize the 
strangeness and difficulty of the Chinese culture and practices (Vuola 2008).  
Within the CBP the ideological differences separating Finland and China, 
such as the Yin Yang belief system, were taken to “make this whole 
collaboration thing challenging,” and at times delays in timetables or different 
practices in partnering events gave rise to a sense of frustration amongst our 
delegation. These minor setbacks would often be dealt with through humor or 
an amicable quip about the “messiness” seen as characterizing Chinese culture. 
So, even though the participants had an interest in going with the ‘hype’ and 
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exploring the Chinese markets, hesitations about the country’s ‘otherness’ were 
also present.  
Our delegation did have several encounters with Western-influenced 
companies, for whom many of the traditional business manners seemed to have 
lost their relevance. Visiting the modern technology and business centers that 
were creating entirely new cities as well as occasions when Chinese counterparts 
carelessly slid their business cards over the table while I was holding mine with 
both hands (i.e. making sure I was handing it over correctly) challenged my 
conceptions of a uniform, traditional business culture. Nevertheless, the 
stereotypical images would linger and tended to frame the talk on business 
opportunities throughout the CBP. In this study I conceptualize the construction 
of otherness and difference through postcolonial theory and Said’s Orientalism, 
which will be discussed in more detail in the introduction. 
 
 
SO WHERE’S THE CATCH? — TAKING INTEREST IN 
STRATEGY AND LANGUAGE 
 
As a result of the partnering efforts of the CBP, some companies conducted 
business with China, a couple of joint projects were established between Finnish 
and Chinese counterparts, and a number of new companies were set up for the 
Chinese market. Also, at least one of the participating companies has appointed 
a China business representative, perhaps signaling a belief in the future 
significance of the market. Another company representative reports that they 
send invoices to China on a regular basis, but also recognizes that creating 
deeper business relations would require more resources. On the other hand, for 
some of the participants, the project had only provided a glimpse of what 
business in China could be, as actualization of business transactions eluded 
them.  
Being a member of the CBP allowed me an insider’s view on the ongoing 
processes of Finnish business managers and university researchers familiarizing 
themselves with the market. I was originally planning to research the 
construction of a cross-border network between the Finnish CBP participants 
and the Chinese stakeholders. However, as it turned out that the participating 
companies took different paces in developing their relations with China, and the 
Chinese stakeholders were rather loosely involved, I realized that the network 
study would not be feasible, at least not in a timeframe that would make sense 
for the completion of a doctoral dissertation. Given these circumstances, I 
started looking for an alternative theoretical lens. 
My observations and other data (e.g. interviews with managers from 
participating companies) on the CBP focused on the Finnish business managers’ 
and academics’ crafting of future projections of market development, their 
discussing and planning of the direction to be taken, but also their pondering 
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about internal factors affecting market choice decisions. Building on the 
observations of Knights and Morgan (1991, 257), who state that the dominant 
strategy discourse constructs a “planned relationship between markets and 
organizations,” I noticed that my data constructed the strategic direction both 
for the CBP organization and for the individual companies involved. I hence 
made the decision to examine the CBP from the strategy-making perspective. In 
the title of this dissertation I use the term ‘business opportunities’ to illustrate 
that the CBP’s strategy-making was focally aimed at identification of and acting 
upon new opportunities in China.  
Much of the doings of the CBP took place through language as the 
participants discussed their views of China. The CBP constantly provoked “talk 
of resources, capabilities, markets, threats, futures,” which according to Clegg, 
Carter and Kornberger (2004, 26), constitutes the “lingua franca of strategy.” For 
me, then, the discursive strategy-making processes of the CBP organization and 
participant companies, irrespective of their outcomes, were a source of 
fascination. In this study I take a discourse analytical perspective to strategy-
making, acknowledging that language practices constitute the essence of ‘doing 
strategy’ (Jarzabkowski 2004; Samra-Fredericks 2003; Whittington 2006). 
Altogether, my study is based on the critical examination of strategy texts, 
which can be either “written or spoken discourse” (Fairclough 1995a, 4). 
Accordingly, I view discursive strategy-making as any such text that (whether 
intentionally or not) seeks to construct a fit between the external competitive 
environment and the organization. 
Because of the ongoing nature of familiarization with the Chinese markets 
during the project, I also realized that I had in my hands a good set of data on 
the “lived” rather than “reported” experience of strategizing (Samra-Fredericks 
2003, 142, italics in original). What this meant was that, in contrast to merely 
assessing official strategy documents and retrospective accounts of strategy-
making (which may entail more politically correct vocabulary), I could capture 
the informal and naturally occurring discussions about strategic direction and 
initiating business in China.  
In this study I will examine strategy-making not only in the CBP but also in 
the Finnish business media. The motivation to combine more traditional sources 
(e.g. interviews with managers) with media data relies on the notion that the 
media also participate in the constitution of strategic ideas (Clark 2004; 
Jarzabkowski & Spee 2009). Earlier strategy discourse studies have examined 
how socially contested strategic changes such as mergers and acquisitions and 
shutdowns are legitimized in the media (e.g. Erkama & Vaara 2010; Vaara & 
Tienari 2008; Vaara, Tienari & Laurila 2006). Since the turn of the millennium the 
China question has provoked lively discussion in the Finnish media, and for the 
purposes of my study I therefore take the view that media texts provide 
interesting data on how, in the face of threats and opportunities in China, the 
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strategic landscape of Finnish companies is being constructed at the societal 
level.  
So what, then, was special about the Finnish business actors’ construction of 
strategy discourse vis-à-vis the Chinese market? One reviewer once challenged 
me to ponder “What is the compelling story that you want to tell about this 
topic on the strategic discourse of Finnish managers?” I intend for the story 
presented here to provide a brief introduction to the struggles over the 
significance of China, one where ‘going global’ and ‘going to China’ as self-
evident strategic choices are complemented by alternative perceptions arising 
from culturally shared assumptions, particularly the conceptions of otherness 
and cultural distance. My preliminary interest was in what kinds of meanings 
and conventions are inscribed in the written and spoken strategy texts on China 
and how these shape Finnish strategy-making vis-à-vis the Chinese market. A 
more detailed examination of the texts from the CBP and media revealed how 
their vocabulary drew on the West/non-West opposition and a hierarchy based 
on a postcolonial, macro-level Orientalism discourse (Said 1978/2003).  
What makes this study of Orientalism particularly interesting is that I show 
that Orientalism provides the Finnish managers with a socially available 
knowledge-base that can be easily drawn on in their strategy-making even in the 
absence of a colonial history. Orientalism gives them the essential linguistic 
resources to construct a sense of familiarity and meaning around China. 
However, its use is also problematic as it constructs hierarchical relations 
between Finland and China. I hope this prologue has acted as an invitation to 
read further. I also hope to have pointed out a few thought-provoking points for 
the actors involved in my case study as well as other international business 
practitioners occupied with or considering business relations with China. 
Inspired by these empirical insights, I have written three independent essays 
(included in Part II), the first of which examines Finnish media texts about 
China, the other two focusing on the strategy discourse produced in the context 
of the CBP. I will describe the research totality by means of an introduction (Part 
I), where my aim is to make the research process, theoretical linkages, and key 
findings and contributions easily accessible. Part I is thus structured according 
to the academic thesis tradition. My intention is that a reader may grasp the 
most essential information from the introductory section without having to read 
the essays. Due to this choice, the introduction and essays are unavoidably 
somewhat repetitive. 
  
PART I 
1 Introduction 
1.1 THEORETICAL BACKGROUND 
 
In the prologue I briefly introduced that this study examines strategy-making 
from discourse theoretical perspective. Discursive approaches to strategy have 
become a distinct category of strategy research (Bakir & Todorovic 2010; Laine 
2010). Indeed, since the publication of Knights and Morgan’s article in 1991, 
language-related research has become increasingly popular within strategic 
management research in studies looking at strategy discourse (e.g. Eriksson & 
Lehtimäki 2001; Vaara et al. 2006; Vaara & Monin 2010).  
Here, I am particularly interested in how strategy-making is influenced by 
the wider socio-cultural environment (Vaara & Whittington 2012; Vaara 2010) 
and thus my research is set within the critical and poststructuralist discourse 
and practice theoretical approaches that explore strategy in its cultural context 
(Laine 2010; Phillips & Dar 2009). These include both strategy discourse studies 
as well as the Strategy-as-Practice school of thought (SAP). Central to these 
approaches is the questioning of prevailing power structures and dominant 
discourses. However, what differentiates the two research streams is that 
strategy discourse scholars focus on discursive practices constituting strategy, 
whereas SAP espouses a wider interest in social and material practices, ranging 
from strategy workshops to strategy tools. Yet a shared interest in practice-based 
studies on the prevailing organizational and societal practices that enable and 
constrain organizational action (Feldman & Orlikowski 2011) lies at the core of 
both SAP (Vaara & Whittington 2012) and strategy discourse research (Knights 
& Morgan 1991; Laine 2010; Vaara 2010).  
My overall motivation is to extend our knowledge of the societal and 
ideological underpinnings that frame strategy-making in international business 
settings. A fair amount of research has dealt with strategy discourse in 
international business settings. These have predominantly identified the 
discourses of globalism, nationalism, and societal/humanistic discourses as 
influential for strategy-making (e.g. Vaara et al. 2006; Vaara & Monin 2010; 
Vaara & Tienari 2011). However, the linkages to postcolonial theory/postcolonial 
discourses have not previously been addressed. Through my empirical data, I 
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introduce novel linkages by deploying postcolonial theory in the examination of 
strategy discourse. The empirical East–West aspects of the study make such 
research particularly intriguing as there have been calls for critical and 
poststructuralist strategy research to address the ideological positions that frame 
Western strategy discourses on emerging economies (Greckhamer & Cilesiz 
2012, 16). Ideologies can be understood as conventions embedded in discursive 
practices that either produce or transform relations of dominance (Fairclough 
1992, 87). Within strategic management in general, managerial prerogative and 
rationality constitute the prevailing ideologies and in effect the dominant 
strategy discourse builds upon a rational, hierarchical, and management-
centered idea of the management of the future (Ezzamel & Willmott 2008; 
Knights & Morgan 1991). This study examines macro-level discourses and their 
ideological underpinnings in the context of Finnish strategy-making vis-à-vis 
the Chinese market.  
For the analysis, I draw on the theoretic-methodological framework of 
Critical Discourse Analysis (CDA) developed by Norman Fairclough and his 
colleagues (Fairclough 1992; 1995a). CDA takes a critical view of society and 
focuses on how power and ideology are expressed in language use, thus making 
it particularly suitable for uncovering the ideological assumptions of Finnish 
strategy-making targeting China. Research conducted in the CDA tradition is 
driven by a desire to expose and analyze hidden ideologies and to show how 
they lead to the exercise of power and asymmetrical relations of power 
(Fairclough 1995a, 17). Altogether, CDA makes it possible to examine the 
“effects” that the power invested in discourse mobilizes (Fairclough 1995a, 43). 
CDA offers a three-dimensional framework to explore the linkages between 
micro-level practices in strategy and the broader societal environment. While 
discourse analytical studies generally focus either on local-situational contexts 
or macro analysis (Alvesson & Kärreman 2000), CDA offers a means to 
incorporate the two in a single research setting. This is achieved through an 
integrated analysis of three discourse levels: text, discourse practice, and social 
practice (Fairclough 1992, 1995a). The empirical materials for this study include 
Finnish business press articles on China as well as various case study data such 
as interviews, observations, and documents gathered from the China Business 
Project (CBP), allowing me to accomplish a study of strategy at the societal, 
organizational and micro-textual levels.  
Central for this study is that strategy texts often may draw on other macro-
level discourses than the strategy discourse (Phillips & Dar 2009; Vaara 2010). It 
is the aim of this study to understand how various social discourses are drawn 
on and combined to produce strategy discourse vis-à-vis the Chinese market. 
Using interdiscursive analysis, I have examined the discourse types emanating 
from the external socio-cultural environment that are drawn upon and 
combined in the discourse sample (Fairclough 1992, 232; 2005) as well as how 
these are produced on the micro-textual level. In my empirical data, global 
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business discourse provided the predominant discursive backdrop that 
supported the strategy-making. This was no surprise as earlier strategy 
discourse studies (e.g. Spicer & Fleming 2007; Vaara & Tienari 2011) have 
identified how various forms of globalization discourse provide the dominant 
resources for the support, justification, and naturalization of globalization-
driven strategic changes. However, a critical discursive interpretation of the 
vocabularies and meanings within the strategy talk about business opportunities 
in China indicated significant stereotyping and othering, particularly through 
the binaries of East/West and developed/non-developed world. These 
dichotomies are discussed in Edward Said’s (2003; first published in 1978) 
literary critique of Western representations of the non-West (mainly British and 
French colonizers’ views of the Middle East and Islam) and the subsequent 
elucidation of the Orientalism discourse.  
In brief, Orientalism constitutes Western domination and a system for 
Othering effected through a hierarchical system of colonial binaries where the 
West represents inter alia civilization, rationality, normality and progress in 
contrast to the Other’s backwardness, irrationality, and difference (Said 
1978/2003; cf. Prasad 1997 for a summary of colonial binaries). These 
assumptions, embedded in actual colonial relations in history, nowadays 
formulate a widespread ideological movement: Orientalism prevails as a form of 
“disembodied knowledge” (Young 2001, 400) and naturalized vocabulary that 
can be drawn on to describe the non-West (Prasad 1997, 304).  
Said’s work has also paved the way for the rise of postcolonial criticism in 
management and organization studies, which have drawn attention to the ways 
in which asymmetrical relations of power continue to frame the discourses and 
practices of global business and management (e.g. Frenkel 2008; Jack & 
Westwood 2006; Prasad 2003; Westwood & Jack 2007; Özkazanç-Pan 2008). I 
make use of this literature by examining the link between postcolonial theory 
and strategy discourse, which to my knowledge has not been previously 
addressed in management and organization studies.  
I apply postcolonial theory in Said’s broader sense as the “normalization and 
continued domination of the “West over the ‘Rest’” (Jack & Westwood 2006, 
491), which does not require a material history of traditional colonization. 
Instead, Western companies’ utilization of Chinese resources through the off-
shoring of labor-intensive work represents a new type of colonization in the 
form of globalization (see Banerjee & Linstead, 2001). Moreover, the distinction 
between emerging and developed economies is founded upon hierarchical 
notions of Western dominance (Greckhamer & Cilesiz 2012, 22). The continued 
imprint of colonial processes, discourses, and practices is often termed 
neocolonialism (the terminology adopted in this study). From here on, I use the 
terms West/non-West (except when the empirical data explicitly uses the 
West/East vocabulary) to indicate my wider adherence to Said’s framework. 
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The knowledge-intensive context of the CBP makes postcolonial inquiry 
particularly intriguing. For Finland, the Westernizing discourse has provided a 
means of creating a ‘Global Finland’ and of identifying with the technologically 
advanced nations of the West (Antonsich 2005, 292). Concerns have been raised 
in public discussions about the ways in which the discourse of Western 
academics, gurus, and media alike is framed by “second-guessing” and 
“conventional wisdom” that still perceive China’s innovation system as lacking 
innovation and creativity despite that in the meanwhile the global center of 
innovation is starting to shift eastwards (Pasi Rutanen, former ambassador of 
Finland to the People’s Republic of China, keynote speech 2008). 
Because in my empirical material the Orientalism discourse is drawn on to 
construct the strategy discourse, I refer to Said in my analysis, albeit recognizing 
that other postcolonial frameworks (e.g. Homi Bhabha on cultural hybridity 
1994) have furthered Said’s work. However, there are some problems associated 
with Said’s work, as his work has been critiqued for homogenizing identities 
and omitting possibilities for resistance (see Young 2001 for an overview of the 
main criticisms of Said). I address some of these shortcomings through adopting 
CDA, which maintains the view that although discourses often embody and 
hegemonize particular ideologies, the ideological struggles between various 
discourses can be analyzed (Fairclough 1992, 86-95). By analyzing how 
Orientalism discourse complements and intertwines with the dominant global 
business discourse, I show how the deterministic binary positions can also be 
called into question. Detailed linguistic analysis hence enables me to maintain a 
view of “interdiscursive hybridity” (Fairclough 2006, 25) and examine how the 
global business discourse embedded in neoliberal ideology and global 
capitalism produces alternative representations of the Orientalism discourse. I 
elaborate on the challenges of the Saidean approach in greater detail in sub-
chapter 2.4. 
 
 
1.2 OBJECTIVES AND RESEARCH QUESTIONS 
 
Through this study I want to extend our understanding of the discursive sphere 
of strategy-making in international business settings. This is done by examining 
the linkages between strategy discourse studies and postcolonial theory. As 
discussed in the prologue, examination of the texts from the CBP and media 
revealed how their vocabulary drew on a West/non-West opposition and 
hierarchy that is based on a postcolonial, macro-level Orientalism discourse 
(Said 1978/2003). Accordingly, the novelty of the study is that it exposes how 
strategy-making is informed not only by the more obvious global business 
discourse, but also by a less obvious and partially hidden Orientalism discourse. 
The overall objective and principal research question for this study is “How does 
Orientalism inform strategy discourse in the context of Finnish business in China?”   
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The research question is examined using Fairclough’s CDA framework, 
which necessitates examining the strategy at the micro, meso and macro levels 
of discourse. I will utilize these levels throughout the three essays in this 
compilation. Each essay addresses a sub-question and offers new knowledge 
about the effects of Orientalism on strategy-making in international business 
settings: 
 
1. How does Orientalism inform the strategic positioning of Finnish and 
Chinese industries within Finnish business press? (Essay 1) 
 
2. How does Orientalism inform Finnish companies’ (de)legitimation 
struggles over market entry into China? (Essay 2) 
 
3. How does Orientalism inform strategy-making within a Finno-Chinese 
business development project? (Essay 3) 
 
Essay 1 begins from the macro level of strategy. While the linkages between 
strategy discourse and global business discourse have been illustrated in earlier 
strategy discourse studies (e.g. Erkama & Vaara 2010; Vaara et al. 2006), we 
know little so far about how the Orientalism discourse informs strategy-making 
in the Finno-Chinese setting. I study media texts to explore how the Orientalism 
discourse is produced at the societal level of strategy. 
In Essay 2, together with Päivi Eriksson, I target the micro level to examine 
how the strategic decision of market entry into China is (de)legitimized by the 
participants of the CBP. In our micro-textual analysis we draw on discursive-
rhetoric legitimation strategies. 
In Essay 3 Päivi Eriksson and I examine the CBP case in its totality by 
examining all three discourse levels in tandem. We build on the methodological 
example of Phillips, Sewell and Jaynes (2008) and conceptual discussion of 
Vaara (2010) as to conducting three-level CDA-based analysis in the context of 
strategy. At the macro level, we identify the external macro-level discourses that 
are influential in the CBP. Analysis of the meso/organizational level is then 
referred to the CBP and here the aim is to explore how the macro-level 
discourses mobilize an organizational discourse. Finally, at the micro level of 
analysis we draw on detailed textual analysis to examine how the managers 
from the participant companies respond to the organizational discourse, i.e. how 
they both adopt and resist the strategic ideas of the organizational discourse. 
CDA is driven by a political agenda to expose naturalized ideologies and 
show their societal effects (Fairclough 1995a, 28). Therefore, interest in the effects 
of discourse is inscribed in CDA-based research. The term ‘inform’ in the 
principal research question and respective sub-questions embodies the idea that 
this study elucidates the symbolic effects produced by Orientalism both in terms 
of how the opportunities in the Chinese markets are represented and what 
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strategic actions are called upon, as well as in determining the wider power 
effects.  
I present the research setting for this study in Figure 1. In this study, CDA 
enables me to expose how strategy-making is informed not only by the 
dominant and easily recognizable global business discourse, but also by a less 
obvious, partially hidden Orientalism discourse. The dotted line in Figure 1 
illustrates the nature of Orientalism discourse as a naturalized ideology which 
without careful analysis might easily go unnoticed (Deetz 1992, 29-30; 
Fairclough 1995a, 39). By examining Orientalism, the study sheds light on the 
ideological positions and their effects on framing Western strategy discourses on 
emerging economies. Through integrated analysis it is possible to learn not only 
how Orientalism informs strategy-making at different levels, but also to 
elucidate the linkages of different discourse levels. In other words, the study is 
interested in how Orientalism discourse shapes strategic meaning and action as 
regards Chinese markets, but also in the wider effects the discursive strategy 
practices have on social structure (i.e. how strategy conversations reify or 
contest wider societal practice).  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 1: Research setting
Analyzing media discourse
 
Strategy discourse Orientalism 
discourse 
Global business 
discourse
Discourse within the China Business Project 
Linguistic aspects of the production of strategy texts 
Macro 
level 
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Micro 
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1.3 SUMMARY OF FINDINGS AND RESULTS 
 
The contributions of this study are addressed in three independent essays. In the 
first essay I show that the Finnish media represents China as a threat to the 
Finnish knowledge-economy and Finnish companies. In constructing this threat, 
the binary structure of Orientalism is turned upside down: The threats from 
China feature an imperialist movement from the East to the West, with China 
portrayed as the active colonizer (through binaries in the Orientalism discourse 
traditionally attached to the West). Yet the media also render old colonial 
binaries in ways that enable a defense against the threat. Analysis of the media 
texts hence elucidates how reproduction of the Orientalism discourse maintains 
the notion of the Finnish companies’ competitive advantage, even when 
opposed by rivals from China. The essay illustrates that the Orientalism 
discourse provides the predominant linguistic categories for discussing the 
business opportunities, futures and threats of the Finnish knowledge-economy 
regarding China. Through media analysis I show how Orientalism works at the 
societal level beyond the CBP. This essay directs the focus to explore how and 
with what effects the Orientalism discourse is drawn on by Finnish 
organizational actors. Addressing these questions is enabled through the case 
study on the CBP. 
Accordingly, the two remaining essays examine the strategy discourse within 
the CBP. Both of these are co-authored with Päivi Eriksson, who was my 
research colleague in the case study. In Essay 2 we examine the discursive-
rhetoric struggles of (de)legitimation vis-à-vis market entry. Our analysis shows 
that strategy conversations dealing with the potential for market entry into 
China revolve around three struggles, namely resource allocation, timing and 
cultural distance. Each struggle is framed by the use of several (de)legitimation 
strategies, producing contradictory views on the feasibility of market entry. Our 
analysis shows, in particular, that even though the timing of market entry is 
robustly legitimized using several legitimation strategies embedded in global 
business discourse, the strategists nevertheless tended to de-legitimize the 
potential for market entry through the discursive resources provided by strategy 
discourse and Orientalism. The discursive-rhetoric strategies informed by the 
Orientalism discourse in particular effectively contest and de-legitimize market 
entry. These were drawn upon to question the notion that now would be the 
time to enter the market by highlighting barriers rooted in China’s “difference” 
and perceived lack of modernity. The essay brings to the fore the neocolonial 
aspects of the CBP case and raises further questions as to how Orientalism 
informs strategy-making within the CBP.  
We continue the discussions started in the second essay by conducting an 
integrative analysis of the CPB in Essay 3. We target the macro, meso, and micro 
levels of discourse in tandem in order to understand how Orientalism is drawn 
on at different discourse levels. We illustrate that the macro-level discourses of 
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strategy, global business and Orientalism manifest differently in formal and 
informal strategy texts, resulting in a multi-sided internal discourse within the 
CBP. The global business discourse presents win-win opportunities and going to 
China as the self-evident strategic goals of the CBP and the companies involved. 
The Orientalism discourse in turn relies on the idea of Western modernity to 
construct opportunities in the Chinese markets. In consequence, opportunities 
arising from the Orientalism discourse are embedded in the advanced 
West/developing non-West hierarchy. Finally, our micro-level analysis exposes 
how the Orientalism discourse becomes a significant linguistic resource for the 
strategists, enabling them to reinforce their subject position (Knights & Morgan 
1991; Laine & Vaara 2007). Specifically, Orientalism enables the managers to 
assume the position of a knowledgeable strategist who can evaluate the market. 
The use of Orientalism informs their market evaluations in ways that lead to 
questioning, downplaying and problematization of business opportunities in the 
Chinese market. This essay also illustrates the macro-level power effects of 
Orientalism: It reifies expert-centered notions of strategy by enabling the 
strategic knower position. It also reproduces hierarchical, neocolonial power 
relations.  
Overall, these contributions underscore the importance of analyzing strategy 
discourses in different settings. As the findings show, various broader 
discourses emanating from the social sphere can become significant resources 
for strategy-making, with power effects that both enable and constrain strategy 
(Feldman & Orlikowski 2011; Vaara 2010). All of the essays accentuate the 
controversial and challenging nature of strategy-making aimed at China by 
addressing the perceived threats, uncertainties and lack of information. The 
thesis illustrates how Orientalism provides significant linguistic resources that 
can be used to retain a knowledgeable strategy subjectivity, to evaluate market 
opportunities and entry potential, and to repulse competition from China. 
Altogether, Orientalism is drawn on as a coping mechanism through which 
business actors from Finland – a small economy – can construct a sense of 
familiarity around the distant, unknown markets of China. Yet, in spite of its 
usefulness in fostering strategy work, Orientalism also leads to unintended 
consequences by reproducing a postcolonial setting and neocolonial power 
relations. This makes it a precarious discourse for forging strategy. Moreover, 
this study contributes to postcolonial studies of management and organization 
in addressing the use of the Orientalism discourse by organizational actors in 
Western strategy-making in emerging markets. 
  
2 Strategy discourse studies 
and postcolonial theory: 
Integration through CDA 
2.1 CRITICAL PERSPECTIVES ON STRATEGY 
 
Strategy discourse and Strategy-as-Practice 
Center-staging the discursive aspects of strategy-making in this study brings me 
into the domain of strategy discourse (e.g. Barry & Elmes 1997; Eriksson & 
Lehtimäki 2001; Hendry 2000; Knights & Morgan 1991; Samra-Fredericks 2004; 
2005; Vaara et al. 2006). Discursive studies of strategy are often categorized 
under the Strategy-as-Practice (SAP) umbrella (Vaara & Whittington 2012; Laine 
2010). SAP constitutes an evolving body of work drawing attention to what goes 
on inside an organization with regard to strategy work as well as to the wider 
social and organizational practices related to it (Clegg et al. 2004; Jarzabkowski, 
Balogun & Seidl 2007; Johnson, Melin & Whittington 2003). From a practice 
perspective scholars have come to understand strategy “not as something a firm 
has, but something a firm does” (Jarzabkowski 2004, 529). However, while SAP 
studies take a wider interest in the organizational practices and micro activities 
surrounding strategy (Jarzabkowski & Spee 2009; Vaara & Whittington 2012), as 
a strategy discourse scholar I focus on the linguistic aspects of strategy as the 
‘doing’ of strategy (Hendry 2000; Jarzabkowski 2004; Whittington 2006). 
Discursive practices have also been cited amongst the most prominent and the 
most studied features of strategy as practice (Hendry 2000; Jarzabkowski & Spee 
2009).  
Uncovering and challenging the assumptions that condition strategy have 
been central issues for the strategy discourse field (Knights & Morgan 1991; 
Laine 2010; Vaara 2010). The SAP movement has also increasingly taken a 
critical stance on strategy, as well as called for more focus on the broader 
societal practices within which strategizing takes place (Vaara & Whittington 
2012). Practice-based organization researchers share an interest in how 
organizational action is enabled and constrained by prevailing organizational 
and societal practices (Feldman & Orlikowski 2011), and from my perspective 
this is the most interesting intersection between the SAP and strategy discourse 
domains.  
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Altogether, my work is located broadly within the poststructuralist and 
critically oriented discourse and practice theoretical approaches to strategy. This 
means that strategy is explored in its cultural context by questioning prevailing 
power structures (Laine 2010; Phillips & Dar 2009). In this study, I examine 
strategy discourse through Critical Discourse Analysis (CDA) (e.g. Laine & 
Vaara 2007; Phillips et al. 2008; Vaara 2010), which enables me to uncover how 
strategy is accomplished at the societal, organizational and micro-textual level. 
The motivation and implications of CDA-based theorizing of strategy will be 
explained later in this chapter. First, however, a brief overview is needed with 
respect to how broader society and questions of power have gained relevance 
for strategy discourse scholars. 
 
Strategy and power 
In their seminal work on strategy discourse, Knights and Morgan (1991) traced 
the evolution of the strategic management discourse. They identified its 
institutionalization as a body of knowledge with truth effects influencing how 
organizations manage their future. Strategy is imbued with power that helps to 
control the organizational direction (Carter, Clegg & Kornberger 2008, 93). It 
constructs organizational realities around what is meaningful and legitimate 
(Kornberger & Clegg 2011, 139), and in effect the embracing of specific ideas is 
contingent upon whether or not they are framed as strategic (Ezzamel & 
Willmott 2008). Organization members can also use discourse to intervene and 
achieve the enactment of desired strategies (Levy, Alvesson & Willmott 2003). 
Strategy discourse scholars have reported on the power struggles over 
organizational direction (e.g. Hardy, Palmer & Phillips 2000; Pälli, Vaara & Sorsa 
2009) and the overall legitimacy and acceptance of strategic changes (Vaara & 
Tienari 2008; Vaara, Kleymann & Seristö 2004; Vaara et al. 2006). 
Besides its control over organizational direction, strategy has ‘power’ to 
determine organizational subjectivities (Knights & Morgan 1991). This 
foregrounds the question of who gets to do strategy. Traditionally strategy 
development has been the prerogative of top-management. In strategy, 
consequently, structures of domination are related to the enforcement of 
managerial power (Ezzamel & Willmott 2008), that result in inclusion or 
exclusion (Mantere & Vaara 2008). The existing strategy discourse research has 
examined how other organizational ranks can resist top management and 
corporate strategy discourses and define their own roles with strategic 
importance (e.g. Ezzamel & Willmott 2008; Laine & Vaara 2007).  
Finally, in addition to its hegemonizing grip as a tool for directing 
organizational futures and participation in strategy, the field of strategic 
management is also dominated by certain views as to how strategy work should 
be conducted. Accordingly, classical models of strategy have emphasized the 
planning and implementation of strategy (for an overview, see Whittington 
2001). Moreover, rationality has a pervasive influence on the strategy process, as 
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strategic managers “identify their goals, generate alternative methods of 
achieving them, weigh the likelihood that alternative methods will succeed, and 
then decide which ones to implement” (Chaffee 1985, 90). Thus discourse of 
strategy is predominantly built upon technocratic means-ends rationality, the 
aim of which is to enhance productivity and efficiency (Chaffee 1985, 90; Levy et 
al. 2003).  
To conclude, the discourse of strategy builds predominantly upon the 
rational, hierarchical and management-centered idea of management of the 
future (Knights & Morgan 1991; Ezzamel & Willmott 2008) which emphasizes 
the planning-implementation cycle (Chaffee 1985; Whittington 2001). 
Altogether, strategy has gained a hegemonic role within management discourse, 
and critical examinations of strategy can prove useful in questioning the 
predominant strategy conceptions that often legitimize and sustain 
organizational inequalities (Levy et al. 2003, 104-105).  
Critical strategy scholars have challenged the managerial prerogative and 
emphasized micro-level action over formal planning (e.g. Mantere & Vaara 2008; 
Laine & Vaara 2007; Samra-Fredericks 2004, 2005). Discourse analytical 
perspectives, in particular, have been proposed as one novel way to deviate 
from orthodox strategy research (Ezzamel & Willmott 2004, 2008). Yet, criticism 
of the prevailing strategy discourse and SAP research claims that the underlying 
social structure has gone somewhat unnoticed (Carter et al. 2008; Whittington 
2006; Vaara & Whittington 2012). Deetz (2003) has argued that the role of 
discourse in producing particular worldviews and power relations should be at 
the center of organization and strategy scholarship. This was the agenda that 
Knights and Morgan (1991, 279) originally proposed when they suggested 
looking at “how the discourse is formulated, how resources and cultural 
meanings are drawn into its service and what are its effects.” Such research on 
the broad social constructionist processes underlying and producing strategy 
has recently been advocated by the Critical Management Studies agenda 
(Phillips & Dar 2009).  
Being attentive to the linkages between strategy and the organizational and 
broader society puts center-stage “what the discourse of strategy does” 
(Ezzamel & Willmott 2008, 211, 2010; Knights & Morgan 1991), which can be 
explored by explicating how power is produced in strategy (Carter et al. 2008; 
Clegg et al. 2004). Examining the discursive productions of power relations does 
not mean that scholars focus solely on challenging the prevailing conceptions 
discernable in strategy. On the contrary, such research is also interested in 
making visible the structures that condition strategy-making as well as 
introducing the alternative discourses that hold potentiality to challenge 
dominant orders (Carter et al. 2008; Ezzamel & Willmott 2004, 2008; Knights & 
Morgan 1991; Laine 2010). In this study I aim to understand how the 
postcolonial Orientalism discourse informs Finnish business actors’ strategy-
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making in the Chinese markets. I now turn to discussing how these aims can be 
met through CDA. 
 
 
2.2 ADVANCING SOCIAL ANALYSIS OF STRATEGY 
THROUGH CDA 
 
Introduction to Fairclough’s CDA 
In this study I utilize the theoretic-methodological framework of CDA to 
examine how discursive strategy practices are embedded in the wider socio-
cultural systems of power and ideology. The roots of CDA lie in critical 
linguistics, which has directed interest to the societal consequences of language 
(Väliverronen 1998, 26-27). My thinking has been predominantly influenced by 
the version of CDA presented by Norman Fairclough in his 1995 title work. The 
foundations and main work on the framework had already been extensively 
discussed in the 1992 publication Discourse and Social Change, and I will refer 
mainly to these two works in terms of CDA. CDA identifies discourse as a social 
practice and focuses on how power and ideology are expressed in language use 
(Fairclough 1995a). Ideologies refer to taken-for-granted, common-sensical 
conventions embedded in discourse practice which produce or transform 
relations of domination (Fairclough 1992, 87). Power and ideology are linked 
together, for example, in the sense that some ideologies dominate discourses 
while others are marginalized.  
We need critical studies because of the taken-for-granted nature of 
ideological assumptions (Fairclough 1995a, 39). The objective, social world, is 
opaque in the sense that it presents itself as a given reality (Berger & Luckmann 
1967, 59), thus making people often unaware of the ideological representations 
underlying their speech (Fairclough 1995a, 39). Accordingly, the naturalization 
of ideology results in social action being defined by and dependent on external, 
social structures (Fairclough 1995a, 35). Discourses provide language users with 
a “way of signifying experience from a particular perspective” (Fairclough 
1995a, 135). Therefore the ideological assumptions that foreground people’s talk 
are not necessarily their personal beliefs or based on their personal experience, 
but are derived from the discursive culture surrounding them (Burr 1995, 50; 
Gergen & Thatchenkery 2004, 236; Fairclough 1995a, 42, 135).  
While ideologically grounded representations often appear as “natural 
divisions” that go unnoticed in our everyday talk, they are nevertheless forceful 
in producing “political consequences” (Deetz 1992, 29-30). Indeed, micro-level 
language practices sustain culture in three ways: by sustaining the conventional 
structures that they legitimize, by sustaining the discourses they refer to, and by 
producing both symbolic and material consequences (Suoninen 1999, 22). This is 
where CDA can prove helpful for the purposes of ideological critique. In the 
social constructionist, poststructural tradition, critique means taking a critical 
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stand on the taken-for-granted world (Gergen 1985). Critical researchers 
examine how taken-for-granted assumptions are formed, i.e. how specific 
knowledge comes to be constituted as reality (Berger & Luckmann 1967, 3). 
Henceforth, critique refers not only to the questioning of prevailing 
assumptions, but also to the aims of primarily “making visible” and “showing” 
the discourses and their effects (Fairclough 1992, 9; 1995a, 36). Fairclough (1992, 
60), however, adopts a moderate critical realist position, acknowledging that 
discursive practices are surrounded and constrained by material reality. I 
concede that bringing the CDA framework together with the poststructuralist 
thinking entails the possibility of theoretical incongruence. Yet critical 
approaches to discourse analysis and poststructural perspectives do find 
commonalities in their focus on power and discourse (Greckhamer & Cilesiz 
2012, 14). 
While my work is grounded in the notion that social action takes place 
against the background of a taken-for-granted world, it is crucial to establish 
that CDA acknowledges language as both socially constitutive and shaped by 
social structure (Fairclough 1995a, 131, italics in original). CDA-based analysis 
therefore addresses the dialectical relationship between human agency/social 
action and structure (Berger & Luckmann 1967, 152). This means that social 
subjects are not perceived merely as the passive objects of socially imposed 
discourses, but rather they are also capable of transforming the conditioning 
structures as they negotiate “their relationship with the multifarious types of 
discourse they are drawn into” (Fairclough 1992, 61).  
Fairclough’s framework has been criticized for the possible tensions between 
incorporating a view of discourse as locally emergent on the one hand, while on 
the other hand coming from the idea that discourses are preconstituted 
understandings of the phenomena studied (e.g. Alvesson & Kärreman, 2000, 
1134). Fairclough (1992, 36) himself justifies his integrative framework by 
pointing out that both Foucauldian and linguistically oriented discourse 
analyses fail to address how discourse can contribute to the reproduction and 
transformation of societies. Here Fairclough’s ideas can be seen to build upon 
the social constructionist and poststructuralist view of language, where 
meanings are not fixed but are open to alternative constructions. I thus align 
myself with the postructuralist view of language which views language and 
texts as sites of struggle, where different discourses and ideologies contend and 
vie for dominance (Burr 1995, 41; Weiss & Wodak 2003, 15).  
It is indeed the incorporation of micro and macro levels of analysis that 
makes CDA a special type of discourse analysis. Fairclough (1992; 1995a) has 
combined local-situational and macro-system analytic levels of studying 
discourse by providing a three-dimensional integrative framework that 
addresses discourse through text, discourse practice, and social practice. These 
three levels are interlinked in such a way that discursive practice serves as a 
mediator between text and social practice. By investigating the characteristics of 
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the text (micro-analysis of text production and description of textual features) 
and the discourse practice (macro-analysis of the nature and way of drawing on 
societal resources in the construction of text), we can provide a wider 
explanation of what happens in discourse practice and interpret the ‘effects’ that 
texts have on social structures (Fairclough 1992, 85-86, 231-238; 1995a, 43, 96-
100).  
Finally, CDA is characteristically linked to detailed textual/linguistic 
analysis. It is the addition of detailed textual analysis to macro-level analysis 
that primarily differentiates Fairclough’s analytic frame from Foucault 
(Chouliarki & Fairclough 1999). Hence, in contrast to Foucauldian analysis, CDA 
center-stages spoken and written texts as, according to Fairclough (1992, 38, 57-
58), in order to make claims about social practice, we need to examine “real 
instances of it” and how they operate. When paying closer attention to the 
micro-textual features of discourse, we can capture the changes and dynamics of 
the way particular phenomena are constituted: The boundaries between and 
within the orders of discourse are in a continuous state of flux, and thus the 
changes in orders of discourse are a part of sociocultural change (Fairclough 
1995a, 13). Contradictions can be exposed through interdiscursive analysis by 
addressing how different discourse types combine at the micro-textual level 
(Fairclough 1992, 232; 2005).  
 
CDA for strategy research 
Fairclough’s framework has inspired strategy scholars to produce versions of 
CDA that could be applied in the strategic management context. In contrast, 
Phillips et al. (2008) and Vaara (2010) point out that the strategy field is lacking 
in studies that fully incorporate the three discursive levels. This may partially be 
explained by the fact that strategy scholars have been inspired by discourse 
theoretical approaches (e.g. ethnomethodology and Foucauldian discourse 
analysis) that typically draw separate attention to the micro-details or macro 
aspects of strategy.  
Indeed, a glance at the studies on strategy discourse reveals an interest in 
Foucauldian analysis at the macro and meso levels (e.g. Knights & Morgan 1991; 
Ezzamel & Willmott 2008). At the micro-linguistic level of analysis, prior 
strategy discourse studies have for their part drawn on rhetorical analysis 
(Eriksson & Lehtimäki 2001) and conversation analytic research in the 
ethnomethodological research tradition, emphasizing the everyday practices 
and micro-level interaction of strategy-making (e.g. Samra-Fredericks 2003; 
2004; 2005).  
However, CDA-based analyses appear to be predominant in strategy 
discourse studies (e.g. Laine & Vaara 2007; Vaara et al. 2006; Vaara & Monin 
2010). While these studies have addressed the societal, discourse and micro-
textual levels, they often lack systematic incorporation of the three levels. In 
response, Phillips et al. (2008) and Vaara (2010) have made efforts to advance 
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CDA-based research of strategy by discussing the possibilities of addressing all 
three discourse levels in a single research setting. These efforts have 
materialized in an empirical model by Phillips et al. (2008) and a conceptual 
discussion by Vaara (2010).  
Firstly, Phillips et al. (2008) have provided an empirical model for the 
examination of the three levels in Fairclough’s framework in the strategy 
context. They classify the prevalent strategy research in terms of Fairclough’s 
three discourse levels (i.e. those examining strategy as shared meaning, text & 
talk, and strategy as truth) and point to a lack of integration between the 
different levels. They provide a methodological model that could be used to 
draw linkages between these different streams of strategy discourse studies. 
They build their model upon a case study, illustrating strategic change in a large 
international banking and financial services institution. In their model the 
macro-level analysis implies the identification of cultural discourses which are 
invoked to support particular bodies of knowledge and Truth within 
organizations; meso-level analysis examining how the broader discourses are 
drawn to constitute internal discourses; and finally at the micro level, 
identifying the ways local narratives are developed in response to the truth 
effects of the internal discourse.  
While their model takes a big step towards applying Fairclough’s ideas and 
broader discourses in terms of organizational strategy-making, their textual 
analysis at the micro level, however, lacks examples of detailed discursive 
processes through which authoritative and resisting texts are constructed and 
how truth effects are responded to. Yet they do provide step-by-step 
descriptions of how to proceed with the analytical process using the various case 
data, thus rendering it easily comprehensible and applicable for other 
researchers. In fact, their article ended up being fundamental to ascertaining 
how I could make use of the various data from my CBP case.  
Vaara (2010) for his part provides a conceptual discussion based on 
Fairclough’s framework. He presents a multifaceted view of strategy discourse 
as a way to promote research on the struggles across the various levels. 
Accordingly, at the meta/macro level it becomes essential to identify the 
complexities that frame strategy, with meso analysis examining the narratives, 
particularly alternative narratives, within the organization, and at the micro-
level analyzing the rhetorical skills and tactics that promote and resist particular 
views of strategy. Micro-level analysis thus necessitates a focus on rhetorical 
speech acts (Eriksson & Lehtimäki 2001; Vaara 2010). Here, Vaara’s (2010) model 
departs from the model by Phillips et al. (2008) in that it addresses more 
specifically the need for micro-level analysis. By addressing the linkages 
between the three levels, we can learn about “the processes through which 
specific discourses are being formed in relation to higher- or lower-level 
discursive elements” (Vaara 2010, 44).  
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Moreover, Vaara (2010, 31) suggests that the interdiscursive analysis of 
strategy discourse of CDA can help to understand how “strategy discourses in 
their various forms are often linked with other ones.” Therefore he sees 
interdiscursive analysis as a way to reveal how competing strategy discourses 
are linked to other discursive spheres. Hence, in order to advance the study of 
strategy, we need to recognize that strategy discourse is not a unified body of 
knowledge but rather an interdiscursive phenomenon (Vaara 2010). I will 
pursue this by examining how the discourses emanating from international 
business settings combine with strategy discourse.  
In conclusion, both Phillips et al. (2008) and Vaara (2010) address the 
importance of drawing linkages between the discourse levels and seeking to 
understand how the top-down model of strategy can also be examined through 
the bottom-up perspective, where the rhetorical strategies employed in 
conversations can change organizational discourses, which in turn reify or 
contest the macro-level discourses. Both suggest the analysis of rhetorical tactics 
used to either support or resist the strategic ideas, but the empirical example by 
Phillips et al. (2008) does not fully contemplate the micro level analysis.  
Practical insights from Phillips et al. (2008) were vital for my construction of 
the case study. The publication of their article took place while I was working on 
the analysis and provided an excellent example of how to apply the three-level 
analysis to a case study in a strategic management context. In the early phases of 
my dissertation, I focused solely on the analysis of the interview texts I had 
gathered from the CBP and how these constituted the Orientalism discourse. I 
was troubled by the notion that my results were somehow detached from the 
context, which was also pointed out by the reviewers that commented on the 
early drafts. Applying Phillips et al.’s (2008) model helped me see how to benefit 
from the case totality, with all its rich materials, and also to bring life to the 
organizational discourse.  
From Vaara (2010) I borrow ideas to acheive more rigor in the micro-level 
analysis. By combining a detailed textual analysis with the organizational-level 
analysis and broader discourses, we can learn how strategy-making is enabled 
and constrained by particular available discourses as well as what rhetorical 
tactics are used in resistance (Vaara 2010, 41-42). Yet, even though Vaara (2010) 
and Phillips et al. (2008) refer to rhetoric, I make specific use of the rhetorical 
perspective only in Essay 2. In the other essays, I analyze the micro-linguistic 
features of the texts (such as wording, metaphorical expressions) in more 
general terms rather than focusing on the ‘persuasive’ features of the texts, 
which is often the case with rhetoric analysis. Moreover, I would like to point 
out that although Phillips et al. (2008) make use of the concept of narrative at the 
micro level, and Vaara (2010) in turn discusses meso-level narratives, I will use 
the term discourse for all three levels in order to avoid confusion with narrative 
research.  
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Next, focusing particularly on studies with international business settings, I 
review the existing critical strategy discourse research to examine how the 
broader discourses constituting strategy have been addressed. 
 
 
2.3 STRATEGY DISCOURSE STUDIES IN THE 
INTERNATIONAL BUSINESS SETTING 
 
Most of the existing critically oriented strategy discourse research has been 
conducted in the international business setting, and the vast majority also draws 
on CDA. For some of these studies the international setting is not a specific focus 
of analysis. For example, Sillince, Jarzabkowski and Shaw (2012) examine 
ambiguity in the context of the internationalization strategy of a business school. 
Hardy et al. (2000), in turn, explore how individual discursive actions can 
change organizational discourses in the context of the localization attempts of an 
international non-governmental organization operating in Palestine.  
In my research I am more concerned with the socio-cultural context in which 
strategy-making takes place, and a good number of studies have already 
examined the linkages between discursive strategy practices and the wider 
socio-cultural environment. This research has been dominated by scholarly 
interest in strategic changes in organizational forms, such as restructurings 
through mergers and acquisitions or shutdowns, which are often initiated or 
necessitated by the increasing internationalization and globalization of various 
industries. This has resulted in a long series of studies on socially contested and 
controversial strategic changes, ranging in topic from the examination of 
naturalization of strategic alliances (Vaara et al. 2004) to the legitimation 
strategies and narratives involved in cross-border mergers and acquisitions 
(Tienari, Vaara & Björkman 2003; Vaara & Tienari 2002; Vaara & Monin 2010; 
Vaara & Tienari 2011; Vaara et al. 2006) and production unit shutdowns 
(Ahonen, Tienari & Vaara 2011; Erkama & Vaara 2010; Vaara & Tienari 2008). 
Although these studies have emphasized micro-level analysis of discursive 
practices, they have also pointed out how micro-practices draw on and sustain 
or resist wider discourses and ideologies. These are thus all examples of CDA-
based research that further our understanding of the micro, meso and macro 
levels, although they have tended to emphasize only one or two levels at a time. 
To begin, Vaara and Tienari (2002) provide a critical discursive analysis of 
media texts dealing with international mergers and acquisitions. They examine 
how these strategic moves were justified, (de)legitimized and naturalized 
through rationalistic, cultural, societal, and individualistic discourses. 
Rationalistic discourse provided the dominant basis for framing the necessity of 
the changes (Vaara & Tienari 2002). Continuing with the CDA of media texts, 
Tienari et al. (2003) identify the broader discourses involved in the legitimation 
of a cross-border acquisition. They show how rationalistic discourse (embedded 
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in global capitalism) and nationalistic discourse can be mobilized in support of 
as well as in opposition to acquisition. Through CDA of media texts, Vaara et al. 
(2006) show how neoliberal ideology was drawn on to legitimize an 
international merger, while nationalistic and humanistic discourses were used to 
oppose it. In their CDA-based analysis of media texts and interviews, Vaara et 
al. (2004) point out how the naturalization of alliances as dominant strategies in 
airline industries relies on various broader discourses and ideologies 
(nationalism, global capitalism/neoliberal ideology, socio-cultural). Ahonen et al. 
(2011) address the meso and macro level of Fairclough’s framework in their 
examination of the sense-making processes around a shutdown case, revealing 
how in the media the change was constructued upon three alternative 
discourses. Global discourse provided justification while paternalism and 
patriotism were used to resist the change. The discourse of nationalism was 
used to negotiate the clash between globalist and nationalist values, where in 
particular the direction and meaning surrounding Finnish national wellbeing 
was negotiated in the changing environment (Ahonen et al. 2011). Similarly, 
drawing on narrative analysis of various data (media texts, observations, 
documents and interviews), Vaara and Tienari (2011) explore an international 
merger and identify how the organizational change involved globalist, 
nationalist and Nordic (regionalist) antenarratives and storytelling. Vaara and 
Tienari (2011) also illustrate how the merger was contested through the use of 
threats and cultural clashes. 
Vaara and Tienari’s (2008) CDA-based analysis of the media’s reporting of a 
shutdown case identifies global capitalism as the dominant discourse in 
legitimation, and the previous examples also indicate that global capitalism has 
a strong imprint on organizational action. This is also evident in the study of 
Erkama and Vaara (2010), who examine the rhetorical legitimation strategies 
involved in organizational negotiations over a shutdown case in relation to the 
discourse of organizational restructuring driven by globalization. A case study 
on an international merger conducted by Vaara and Monin (2010) also 
demonstrates that the discourse around ‘synergy’ became the main 
rationalization for the legitimation of this strategic undertaking. In a slightly 
different context, Spicer and Fleming (2007) provide a CDA-based case study on 
public sector organization restructuring. Specifically, they examine how 
discourses are used to legitimize the restructuring process, where the discourse 
of globalization portrays the inevitability of marketization while traditional 
discourses are evoked for purposes of resistance in a public sector media 
organization. Clearly, various discourses of globalization have become taken-
for-granted justifications supporting and rationalizing strategic change in 
international business settings. 
To conclude, studies have revealed how neo-liberal ideology and global 
capitalism often provide resources for the rationalization, justification, and 
support of strategic changes in organizational forms by portraying these as 
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inevitable changes, justifiable according to capitalist rationales. In turn, 
nationalistic, humanistic/societal, and cultural discourses are often involved in 
opposition. The anticipation of integration problems due to cultural differences 
and the production of national identities and nationalist sentiments are typically 
drawn on to resist new types of strategic, cross-border arrangements (e.g. 
Ahonen et al. 2011; Tienari et al. 2003; Vaara & Tienari 2002; Vaara & Tienari 
2011).  
In spite of the popularity of strategy-related discourse studies conducted in 
international business settings, we still lack a systematic incorporation of 
postcolonial analysis that would extend our understanding of the societal 
underpinnings that frame strategy-making. (For an exception, see Vaara & 
Tienari 2011, who briefly touch on colonial attitudes in a Nordic merger). One 
reason for this may be that international business-related strategy research has 
focused on major organizational restructurings, such as shutdowns and cross-
border mergers and acquisitions, (e.g. Erkama & Vaara 2010; Vaara & Tienari 
2008; Vaara et al. 2006), leaving other types of strategic decisions in their 
shadow.  
While the research field has contributed widely to the understanding of the 
discourses framing strategic issues in international business settings, I foresee 
that by taking the analysis to a context where Finnish business actors seek to 
understand business opportunities in an emerging market we can open up new 
opportunities for the identification of other discourses. It has been suggested 
that critical and poststructuralist approaches to strategy research would be 
useful in examining the ideological core assumptions framing Western 
(developed world) strategy discourses on emerging markets (non-developed 
world) (Greckhamer & Cilesiz 2012). It also has been raised that strategic 
management should be interlinked with other bodies of knowledge, such as 
globalization (Phillips & Dar 2009, 427). Adopting a postcolonial theoretical 
framework to study strategy allows me to respond to this call and extend 
previous strategy discourse studies by addressing how and with what effects 
postcolonial Orientalism discourse is drawn on to constitute Finnish business 
actors’ strategy discourse vis-à-vis the Chinese markets.  
Finally, in terms of the use of CDA, my review of the strategy discourse 
research in international business settings indicates that it resonates with the 
arguments of Phillips et al. (2008) and Vaara (2010), i.e. that Fairclough’s (1992; 
1995a) three-dimensional framework has mostly been used to address the micro, 
meso and macro levels of strategy discourse separately rather than using the 
integrated framework. This is particularly the case in terms of the tendency of 
previous research to rely more on naturally occurring and publicly available 
data (e.g. media texts) than on informal strategy texts (e.g. interviews and 
participant observation data) (for exceptions, see e.g. Vaara & Monin 2010). I 
presume that the absence of access to intra-organizational data poses challenges 
as to how to introduce the organization in the analysis. In this study I will build 
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on the work by Phillips et al. (2008) and Vaara (2010) to forge the three levels in 
a single research setting. In this study I will incorporate the three discourse 
levels by accompanying media data with lived (as opposed to reported) strategic 
events as related by managers and other business actors.  
 
 
2.4 POSTCOLONIAL MANAGEMENT AND ORGANIZATION 
STUDIES 
 
The rise of postcolonial studies in management and organization 
research 
Postcolonialism refers to a collection of various theoretical orientations that aim 
to make visible the social and cultural effects of the colonial era on 
contemporary society (Young 2001, 4-5). Hence, rather than a unitary theory, 
postcolonialism features heterogenous approaches which are also employed in 
different scholarly fields such as anthropology, cultural studies, feminism, 
globalization, nationalism, and organization and management (see Prasad 2003 
and Banerjee & Prasad 2008 for a short overview).  
Postcolonialism is traditionally concerned with the history of European 
expansion between 1492 and 1945 (Young 2001, 5). However, contemporary 
postcolonial criticism assumes that world colonial history, including European 
as well as U.S. colonial and imperial rule, continues to mold today’s power 
structures. Hence the continued relevance of postcolonial criticism relies on the 
notion that the West’s perceptions of the non-West are still shaped by colonial 
assumptions (Prasad 1997, 2003; Young 2001, 4-5, 16). Even though there are 
debates as to which societies can be called ‘post-colonial’ (Prasad 2003, 27-28), 
the following notion from Prasad (2005, 217) clarifies my own position: 
 
If we were to adopt a broad interpretation of this definition [of post-colonial society], 
we would include directly colonized countries (such as India, Algeria, Mozambique, 
and Indonesia) as well as more indirectly colonized ones (such as China and Egypt) 
where different European powers marked out varying degrees of “spheres of 
influence”. 
 
In this broad view, postcolonialism entails different kinds of imperial processes. 
China, for example, has never been totally colonized, but its history with the 
West includes power asymmetries that can be equated with a colonial relation. 
From the 16th century onwards European traders entered China, and gradually 
China came under the quasi-imperial control of the European powers, namely 
Britain, France and Russia, but also the United States. China’s imperial history 
with the West includes the two Opium Wars (1839-42, 1856-60), which resulted 
in an increase of treaty ports, territorial concessions to Russia, and property 
ownership by missionaries (Grasso, Corrin & Kort 2009). Therefore, while 
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colonialism generally refers to the conquest of territory through occupation, 
imperialism includes other subtle forms of occupation that exercise power 
through economic and political means rather than direct occupation (Prasad 
2003, 5).  
In the history of postcolonial studies, the term postcolonialism has acquired 
various meanings, ranging from the experiences of people in formerly colonized 
countries or the colonizers’ experiences, a particular time period after 
colonization (which is referred to using the hyphenated form), or to literature 
that either portrays the colonial experiences or resistance to being colonized 
(Lunga 2008, 192). Among postcolonial scholars there is consensus that today 
Western colonialism is taking place through political, economic, and cultural 
hegemony, instead of the traditional expansion and territorial control (Banerjee, 
Chio & Mir 2009, 8; Prasad 2003, 6; Young 2001, 5). In particular, colonial 
assumptions live on through Eurocentric notions which place “Europe (and 
more recently) ‘the West’ at the center of history, economic development, and 
political modernity, and judges every other culture in reference to it” (Prasad 
2005, 270). I regard postcolonialism as a theoretical approach that can be used in 
contemporary society to address the continuing imprint of the colonial legacy on 
the West and non-West (Prasad 2003; Young 2001) and can therefore be utilized 
for “comprehensive critique and deconstruction of the constitutive practices and 
discourses of neo(colonialism)”(Banerjee et al. 2009, 8).  
Postcolonial studies have entered organization and management research 
during the last decade, criticizing Western hegemony of management practices 
and discourses (see e.g. Frenkel 2008; Jack & Westwood 2006; Prasad 2003; 
Westwood & Jack 2007; Özkazanç-Pan 2008). Similarly to recent developments 
in strategic management, the inclusion of postcolonial studies in organization 
and management is part of a wider interest in critically oriented studies, which 
has been advocated, for example, through the Critical Management Studies 
(CMS) movement (e.g. Alvesson, Bridgman & Willmott 2009).  
The first calls for postcolonial critiques in international business and 
management journals argued that Western academic discourse and scholarly 
practices regarding international management has a skewed interest in 
producing knowledge for the benefit of the Western world (Westwood 2006). 
The great majority of international management research is conducted by 
Western scholars, in Western nations, based on Western literature (Wong-Mingji 
& Mir 1997).  
Altogether, it has been suggested that international business and 
management have become the new stage for neocoloniality through 
globalization (Lunga, 2008). Some eschew equating globalization with 
neocoloniality, suggesting that globalization has similarities with colonialist rule 
but does not represent a direct colonial movement (Gopal, Willis & Gopal 2003, 
238). Yet others consider globalization as a major driving force that sustains the 
power divide created in the colonial era, as it diffuses Western culture and 
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capitalist society (Banerjee & Linstead 2001, 690, 694) and overall Western 
control of the global economy (Frenkel & Shenhav 2006). 
Postcolonial critiques have been predominantly directed at the power 
asymmetries that frame multinational action. Multinational corporations from 
post-war welfare states in Europe and the USA are alleged to entrench imperial 
practices in Asia, Africa and South America (Banerjee et al. 2009, 5). 
Accordingly, some claim that the power and control that MNCs have taken has 
“made management into the spearhead of neocolonialism in the age of 
decolonization” (Frenkel & Shenhav 2006, 871). An ethnographic study by Mir et 
al. (2008) illustrates how the practices of knowledge-transfer in a US-based MNC 
and its Indian subsidiary can be seen to be coercive and impose struggles over 
national and global, postnational subjectivities. A study by Vaara, Tienari, 
Piekkari and Säntti (2005) takes a postcolonial theoretical lens to examine a 
Finnish-Swedish merger. Their study shows how ‘threats’ and ‘clashes of 
cultures’ can be experienced in a post-merger situation. Specifically, they 
explore how the language policy, essentially the adoption of Swedish as the 
corporate language, affected the Finns’ sense of professional competence and 
has empowering and disempowering effects on participation as well as the 
constitution of social networks. Furthermore, it produces senses of inferiority 
(Finns) and hence reproduces (neo-)colonial power relations (Finland was once 
‘colonized’ by Sweden). Altogether, the management of foreign operations and 
the conduct of international strategies are typically built upon the ‘home-centric 
mindset,’ where home-based organizations execute and oversee operations in 
the target market thus underlining the ‘us versus them dichotomy’ (Brannen & 
Doz 2010, 238).  
How, then, does postcolonial theory serve as a meaningful lens for Finno-
Chinese business relations? Greckhamer and Cilesiz (2012, 22) have argued that 
emerging and developed economies are by nature founded on the hierarchical 
notions and dominance of the West. While Finland has a special geographic 
position between Sweden and Russia, a Westernizing discourse has provided a 
means of creating a ‘Global Finland’ which identifies itself with the 
technologically advanced nations of the West (Antonsich 2005, 292). I will 
elaborate further on the relevance of postcolonial theory in this setting below, as 
I discuss my choice of drawing on the postcolonial writings by Edward Said.  
 
Major postcolonial theories and positioning the study within Said’s 
Orientalism 
Postcolonial studies originate from the Palestinian-American literary critic 
Edward Said’s seminal 1978 publication Orientalism, where he explored the 
power structures framing European colonizers’ discourse on their colonies (see 
Young 2001 for a review of the development of postcolonialism). Building on 
Foucault’s notions of discourse, Said examined the Western representations of 
the Middle East and its Islamic Arab peoples in European scholarly and literary 
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writing. This literary critique and colonial discourse analysis led to the first 
discursive articulations of Western domination through the discourse of 
‘Orientalism.’  
In this discourse the West (Occident) produces images of the East/non-West 
(Orient, ‘the Other’) against the Self. Representations constitute opposite binary 
conceptions, with the West representing inter alia civilization, rationality, 
normality, and progress against the Other’s backwardness, irrationality and 
difference (Said 1978/2003, cf. Prasad 1997 for a summary of colonial binaries). 
Orientalism thus constitutes a discursive system of Othering (difference) as well 
as Western domination (inferiority of the non-West). All in all, as Said (2003, 54) 
describes it, people tend to follow a universal practice to produce “a familiar 
space ‘ours’ and space beyond ‘ours,’ which is ‘theirs.’” These embody not only 
geographic boundaries but “accompany the social, ethnic, and cultural ones” 
which however are “unrigorous,” often encompassing “all kinds of 
suppositions, associations and fictions” about what is ‘out there’” (Said 2003, 
54). Orientalism is hence a fiction and imagery of the Other. 
Said’s work has inspired other postcolonial writers, such as Gayatri Spivak, 
and Homi Bhabha, who have extended Said’s conceptualizations of 
postcoloniality (see Özkazanç-Pan 2008 for a comparison of the three dominant 
postcolonial frameworks). Spivak (1988) shifts attention to gendering aspects, 
and provides a feminist critique of the colonial project. She points out in 
particular the necessity of examining the heterogeneity of subaltern identities. 
Bhabha (1994), in turn, eschews the binary constitution of cultural identities. 
Accordingly, he suggests that identities are constituted in the ‘in-between’ 
spaces that result in cultural hybridity through the so-called ‘Third Space.’ In 
contrast to Said’s framework, both Spivak and Bhabha emphasize the need to 
address resistance to colonial identities and hence produce alternatives to the 
Western-imposed dichotomy.  
We should also take note that Orientalism is not the only discursive 
articulation of colonial thinking. Orientalism was the first and dominant 
representation of colonial discourse, framing especially the East(non-West)/West 
divide. However, there are other discourses as well such as tropicalization 
(representations of Mexico, Latin America and the Caribbean) and primitivism 
(representations of Africa) (Prasad 2005, 272). Yet, this study uses Orientalism 
discourse, keeping in mind however that Orientalism in itself may also unfold 
differently depending on the context. 
I elected to draw on Said’s Orientalism as I discovered that the colonial 
vocabulary and binary distinction found in Orientalist discourse was embedded 
in the Finnish strategists’ discourse vis-à-vis the Chinese market. The colonial 
vocabulary has become naturalized into our everyday language (Prasad 1997, 
304), hence indicating the ‘ideological’ nature of Orientalism (Said 2003, 2). To 
continue, the Orientalist discourse, as it mediates social action today, may be 
understood as having become “dissociated … from the particular social base” 
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(cf. Fairlough 1995a, 35), meaning that the colonial discourse has become 
detached from the original setting and now operates as a cultural ideology and 
provides taken-for-granted linguistic and conceptual categories in our culture 
(Burr 1995, 7). Accordingly, “Orientalist vocabulary, images, stereotypes, and 
dogmas inevitably furnished the overarching framework within which any 
Western discussion of the Orient and/or the non-West could be carried on” 
(Prasad 2003, 12-13). It needs to be noted that Orientalism builds on 
representations of the Other rather than the true character of the Other (Said 
2003, 21), and hence constitutes a stereotyped notion. Therefore, postcolonial 
analysis does not necessitate a material history as the Orientalist discourse 
involves a “disembodied knowledge, representations that could develop prior to 
any material experience of the east” (Young 2001, 400), nor does it necessitate a 
colonial history between the countries, as I mentioned earlier.  
In his original 1978 work, Said speaks of Orientalism mainly as the colonial 
encounter of the British and the French with the East/the Orient. However, he 
later specified that Orientalism is a wider Western enterprise, with Americans 
exercising their imperial power over the Orients (Said 2003, 4). Moreover in a 
recent outline, Özkazanç-Pan (2008) suggests new research directions for 
postcolonial frameworks in international management research. In terms of 
Said’s Orientalism, she proposes extensions beyond the Middle East in order to 
address the wider forms of Western domination over the non-West. Similarly, 
Prasad (2005, 272) notes that Orientalist discourses are found in the 
representations of not only the Middle East, but recently the Far East as well. As 
Said (2003, 332) deduces, Orientalism is a construction that “involves 
establishing opposites and ‘others’ whose actuality is always subject to the 
continuous interpretation and re-interpretation of their differences from ‘us.’” 
Hence, “each age and society re-creates its ‘Others’” (Said 2003, 332).  
In line with the arguments above, Frenkel and Shenhav (2006, 869), for 
example, note how Japan represents a more meaningful ‘other’ from the 
perspective of the contemporary West. Today, China too provides a significant 
Other for many Western nations. As a result of globalization, leading Western 
industrial nations have drawn on the resources of the non-Western world. 
Western companies have transferred labor-intensive work to low-cost countries 
like China, thereby establishing neocolonial relations. Neocolonial discourses 
and processes have also been increasingly examined in new business contexts, 
including the contexts of India, Africa, China and Brazil (Imas & Weston 2012; 
McKenna 2011; Nkomo 2011; Priyadharshani 2003). 
While postcolonial analysis has been used in various contexts, Peltonen and 
Vaara (2012, 84) propose that the issues of power that frame the relations 
between the advanced West and the developing countries (both East and South) 
should represent the core of contemporary postcolonial analysis. Prasad (2003, 
33) offers that postcolonial studies can provide significant understanding as to 
the implications that globalization brings, and it is of particular interest with 
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respect to my study that postcolonial scholarship has started to pay attention to 
emerging markets and China as potential sources of change in contemporary 
power relations. Globalization and China’s changing role in the world economy 
are likely to pose challenges to the historically molded structures of power, as 
the economic center is moving away from the West (Prasad 2003, 33). As Chen 
and Miller (2010) suggest, there appears to be a shift from “’West leads East’ to 
‘West meets East.’” Jackson (2012, 194) suggests that newly emerging global 
dynamics, such as South-South relations, necessitate new conceptualizations 
such as examining cross-cultural interaction which constitutes “hybrid systems 
of management knowledge and values.” Jackson (2012) has specifically raised 
the question of how China’s presence and involvement in Africa may affect 
global power dynamics. He hypothesizes on the potential implications of the 
Africa-China partnerships, which may reproduce neocolonial, exploitative 
power asymmetries, but also hold potential for the reverse diffusion of 
organizational knowledge and appreciation of local knowledge, possibly 
leading to a reverse diffusion of learning from Africa to China. As noted by Jack, 
Westwood, Srinivas and Sardar (2011), the power shift towards China, India, 
Brazil and Russia calls into question the sustainability of the ‘Western’ way of 
management. As these recent debates show, postcolonial analysis in the context 
of the advanced West and emerging markets such as China represents a timely 
issue.  
However, the choice of drawing heavily on a Saidean reading for the 
purposes of postcolonial analysis does entail some challenges. The binary 
representation of the Orientalist discourse, in particular, is often found 
problematic. Critics claim that “Orientalism itself is a purified discourse that 
compartmentalizes the West and the non-West as two separate ontological 
zones, masking the hybrid nature of the colonial experience” (Frenkel & 
Shenhav 2006, 858). Indeed, Said’s work has been criticized for homogenizing 
identities and being deterministic in the sense of omitting possibilities for 
resistance and envisaging that the binary positions remain unchanged (see 
Young 2001 for an overview of the main criticisms of Said). In that sense, Said’s 
hierarchical binaries have commonalities with the traditional frameworks of 
cross-cultural management that produce homogenizing conceptualizations of 
culture (e.g. Hofstede’s cultural dimensions, 1997; 1980). Saidean analysis thus 
assumes the hegemonic notions of the colonized-colonizer identity as the 
starting point and inevitably produces a dichotomous view. Bhabha (1994, 7) has 
claimed that concepts such as homogenous national cultures “as the grounds of 
cultural comparativism” are in the process of redefinition, and if we look at 
material and discursive changes, we can see that there is considerable tension 
surrounding the concepts of culture and cultural identity. It has been described 
how hybridity can be drawn on to address the new multicultural encounters of 
global organizations (Prasad 2005, 276) and some researchers have addressed 
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the ambivalencies related to colonial identities by integrating Said’s Orientalism 
and Bhabha’s hybridity (e.g. McKenna 2011). 
Notwithstanding the criticism and limitations of the Saidean approach, I take 
the view that CDA allows me to complement it with elements of fluidity. Like 
Fairclough, Said (2003, 23-24) also cites the importance of real texts and their 
close textual reading in the constitution and analysis of discourses, and in this 
sense combining CDA with the postcolonial theorizing is feasible. It is through 
detailed textual analysis that I can show how China is not necessarily positioned 
as uniformly inferior to Finland. Through detailed textual analysis of how the 
various strategy texts operate within colonial binaries, and how Orientalism 
combines with global business discourse, I am able to reveal ‘hybridization’ 
processes and fluidity – not just the fixed categorizations – that maintain 
Western dominance. This work adheres to the poststructuralist understanding 
in which identities and ‘either-or paradigms’ are a contradictory process (Lunga 
2008, 193) and thus subject to change (Burr 1995). 
 
Mapping discursive postcolonial studies in management and 
organization 
Postcolonial studies in management and organization have progressively 
increased in number in the last decade. Initially postcolonial studies were 
mostly critiques of academic practices and conceptual discussions but in the last 
few years especially we have seen the popularization of empirical studies, which 
is of course a natural course of development for an incipient field. For the 
purposes of this study, I review the existing studies in terms of how they have 
addressed the reconstruction of postcolonial setting in discourse. 
Much of the scholarly attention has been paid to neocolonial representations 
in macro-level discourses. According to Hall (1999, 79), the idea and concept of 
the ‘West’ mobilizes particular forms of thinking and knowledge, which, for 
example, enables the classification of societies and leads to homogenized and 
condensed representations of cultures. The foundational works on cross-cultural 
management, such as Hofstede’s classification of cultures, have been criticized 
for reproducing colonial dichotomies. It has been argued that using categorical 
distinctions of national culture as bases for comparison (as in Hofstede’s work) 
inevitably leads to the essentialization of cultural differences (Kwek 2003; 
Westwood 2006).  
Moreover, the dominant literatures on international business and 
management are claimed to reproduce essentialist representations of cultures 
and processes of Othering (Wong 2010). Fougère and Moulettes (2009; 2011) 
provide examples of such essentializing practices through their analysis of 
textbooks on international management and international business. They show 
how these predominantly draw on static and homogenous representations of 
cultures. For example, international management textbooks recurrently draw on 
common cultural dichotomies, e.g. logic vs. emotions, while excluding, for 
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example, the possibility that ‘superstition,’ for example, may reside in the West 
(Fougère & Moulettes 2011, 12). According to Frenkel and Shenhav (2006, 868-9), 
the international management literature at large portrays Orientalist thinking as 
representing an inferior and exotic other against the rational management of the 
West. Nkomo’s (2011) discursive reading of the representations of African 
leadership in organization studies literature reveals similar homogenizing 
tendencies of cultural identities as well as a negative construction of Africa. 
Further, aiming to discover the re-writing of African leadership through 
“African management philosophy,” Nkomo (2011) discovers how the counter-
images also tend to essentialize African culture. Hence, even attempts to 
overcome Western dominance may in fact lead to a reiteration of colonialist 
representations and binary oppositions. Altogether, categories such as ‘African’ 
and ‘Chinese’ sustain the homogenized and generalized view of the Other 
(Fougère & Moulettes 2009; Nkomo 2011).  
Neocolonial thinking is based on the idea that the Other is something to be 
ruled, controlled, and led by the West, and, according to postcolonial critics, 
these assumptions are reified in Western management discourse. Indeed, the 
very idea of the ‘West’ encompasses West as the standard against which other 
societies can be evaluated and ranked (Hall 1999, 79). In line with this, 
international management literature depicts Western corporations as the source 
of managerial knowledge, which is to be transferred to and replicated in local 
subsidiaries (Frenkel 2008; Jackson 2012; Mir, Banerjee & Mir 2008). Thereby, 
such actions by multinational corporations could be seen as colonial invations of 
the local cultures.  
The ruler-ruled hierarchy is also sustained through the way the Other’s 
culture and worldviews are conceptualized. Cross-cultural studies of 
management tend to depict culture as a source of conflict and a barrier to 
successful partnerships (Søderberg & Holden 2002). In effect, the raison d’être of 
international management is to provide the international manager with 
simplistic tools to manage the locals (Fougère & Moulettes 2009), where the 
Western manager “needs to be aware of their irrational peculiarities” (Frenkel & 
Shenhav 2006, 872). As Wong (2010, 351) explains, the “western notions of 
objectivity, rationality, and science silence, disqualify, and/or subsume 
alternative meanings and worldviews to particularistic instances and 
worldviews, and hence are not universally valid.” Such biases both silence and 
subsume the Other under Western hegemony and control. The provision of 
cross-cultural management information and ideals of cultural sensitivity seek to 
serve the utilitarian needs of taking advantage of business opportunities and 
orchestrating international operations rather than truly ‘relating’ with the other 
(Frenkel & Shenhav 2006; Fougère & Moulettes 2009, 19). These studies 
approach the conducting of business in China by asking what cultural 
competence is required of managers in China (e.g. Rankinen 2008). All this leads 
to the reification of colonial subjectivities, as the ‘international managers’ are 
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given simple tools to manage the cultural diversity, while the ‘locals’ are simply 
the subjects of these actions (Fougère & Moulettes 2009, 23). 
Besides their critique of the academic discourse, postcolonial studies have 
also shown how neocolonial imagery is circulated through media 
representations. In one of the earliest studies on management and organization, 
Prasad (1997) reviews how colonial imagery predicated on Orientalism is used 
to represent the rise of OPEC (Organization of Petroleum Exporting Countries) 
in the discourse of both Euro-American oil companies and Western newspapers. 
Priyadharshini (2003) analyzes the metaphors used in portraying the Indian 
economy in business journals and how these contribute to the reproduction of 
the colonial West/non-West relation. Bergquist and Mörck (1999) illustrated how 
the rhetoric of Swedish business magazines on China and Japan features cultural 
stereotyping of colonial origin. Further, Cao (2006) examined how China is 
represented through Eurocentric notions of mirroring Western progress in BBC 
television documentaries.  
As appears from the above review, a majority of the discursive studies have 
critiqued and examined academic texts (i.e. cross-cultural management 
literature and international business/management research) or media writings. 
At present, there are few analyses focusing on the discursive (re)production of 
neocolonial power relations in organizational settings. However, a dissertation 
by Heikkinen (2009) examines the discourses through which a postcolonial 
setting is (re)produced in an organizational setting. Heikkinen (2009) employs 
postcolonial theory in the context of a Finnish organization operating in Estonia. 
She illustrates that while the setting is not framed by actual colonial history, the 
Finnish managers nevertheless draw on postcolonial discourse. Heikkinen 
(2009) uses interview data to investigate how the Finnish top managers of a 
Finnish-owned organization located in Estonia construct their conception of the 
Estonians, and how, in turn, the Estonian employees construct their identities. It 
is argued in the study that the postcolonial array has a greater role for the 
Finnish managers, who predominantly describe the Estonians in terms of their 
difference from Finns. Heikkinen shows that the Finnish managers contruct 
ideas about the Estonians through three discourses, namely difference, 
adaptation and organizational discourse. According to Heikkinen, the difference 
discourse constructs differences as the basis of problems and positions Finnish 
ways as the better alternatives. Altogether, this discourse constructs otherness 
drawing on the West non-West dichotomy and colonial binaries. In that sense, 
the difference discourse sustains both the ideas of Eastern inferiority and 
otherness as articulated in postcolonial theory such as Said’s work. Adaptation 
discourse, on the other hand, views cultural differences as something that 
provide opportunities for mutual learning. Finally, the organizational discourse 
draws on the organization as a superior source of identity, which diminishes the 
postcolonial hierarchies. The Estoninan employees, for their part, draw on 
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European, governmental and traditional discourses for their identity 
construction rather than in relation to other nations.  
Another example of the use of postcolonial discourse by organizational 
actors is a study by McKenna (2011). He incorporates the work of Said and 
Bhabha to examine how neocolonial discourse frames North American business 
leaders’ talk on the economic development of China and India. Drawing on 
interview data, McKenna recognizes how the managers’ discourse on the one 
hand assumes the others will follow Western trajectory of economic 
development (e.g. the transition to Western democratic and transparent 
practices) but on the other hand also acknowledges the locals’ ability to 
negotiate their own rules into the game. Hence McKenna’s (2011) analysis 
unveils the neocolonial assumptions and colonialist binaries in business leaders’ 
representations of China and India, but also highlights an uncertainty regarding 
the future of global competition as India and China are gaining more power. 
To conclude, in postcolonial studies of management and organization we can 
see how the field has taken an interest in neocolonial power relations in new 
settings, increasingly the advanced West versus developing and emerging 
markets. Previous research has examined Orientalism at the societal level, 
examining media texts and academic literature. Yet there are only some studies 
that address neocolonial discourse as used by organizational actors. Those that 
exist have deployed postcolonial analysis in terms of general economic 
development and competition (McKenna 2011) or for the general management 
perspective (Heikkinen 2009). I propose to touch on new elements by analyzing 
the postcolonial discursive array in the context of strategy-making. Therefore it 
is interesting to see how Orientalism operates in new settings, i.e. in the Finnish 
strategy discourse on China, specifically addressing its internalization in 
organizations and its effects on the formulation of strategic meaning. With this 
research I hope to draw attention to how Orientalism discourse affects the 
recognition of business opportunities in the non-West by examining the 
production of strategy discourse.  
 
 
2.5 LINKING STRATEGY DISCOURSE STUDIES AND 
POSTCOLONIAL THEORY 
 
Strategy discourse and Orientalism: parallel power effects 
In this study I will draw parallels between strategy discourse studies and 
postcolonial theory by applying Said’s Orientalism to the examination of 
strategy discourse vis-à-vis the Chinese market. Before moving on to the 
empirical part of this work, I would like to address the similarities between 
strategy discourse studies/the dominant strategy discourse and postcolonial 
theory/Orientalism discourse. 
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First of all, both strategy discourse and Orientalism are hegemonic. Strategy 
has assumed a hegemonic role in management discourse and organizational 
development (Levy et al. 2003; Knights & Morgan 1991), with dominant strategy 
thinking such as rationality, efficiency, and managerialism prevailing in 
academic and managerial practices of strategy. Likewise, Orientalism constitutes 
a hegemonic Western discourse: cross-cultural comparisons in international 
business and management, embedded in cultural ‘difference’ and distinctions 
between ‘West/non-West,’ prevail as the persistent forms of knowledge that 
frame academic and organizational practices of management and organization 
(Jack & Westwood 2006; Frenkel 2008; Fougère & Moulettes 2009, 2011; 
Westwood & Jack 2007).  
Second, the dominant strategy discourse and Orientalism constitute and 
underpin a hierarchical ruler/ruled relationship. In the strategy discourse, this is 
embedded in the dominant conception that managers and experts have the best 
strategy-related knowledge, while others have less (Knights & Morgan 1991). 
Strategy thus is constituted upon a hierarchical system of domination (Clegg et 
al. 2004) where the managers, as experts in strategy, are responsible for 
‘planning,’ while other organizational members ‘implement’ these management- 
orchestrated actions. Much in the same vein, the Orientalism discourse is built 
upon a hierarchical system of Western domination and Othering (Said 
1978/2003). This hierarchy is based on a Western modernity that legitimizes the 
subsuming of non-Western knowledge and local traditions within the Western 
knowledge. The self-evidently assumed advancement of the West portrays 
Western corporations as the fount of managerial knowledge, which is then 
transferred to and replicated in local subsidiaries (Jackson 2012; Mir et al. 2008). 
Thus the ideological assumptions of managerial prerogative and the progress of 
the West help to legitimize and perpetuate the organizational inequalities in 
both strategy and West/non-West business encounters, respectively. 
Third, the strategy discourse can also be seen as a colonial discourse. Strategy 
is historically linked with war metaphors (see e.g. Clegg et al. 2004; Levy et al. 
2003) and thus has similarities with colonialization, where strategy 
implementation ensures the ‘conquest’ of markets and competition. Further, the 
technologization of management discourses, including the strategy discourse 
(Thomas 2003), leads to imperialization, as strategic management ‘colonizes’  
various fields and organizations, e.g. public organizations. The linkages between 
strategic management and the postcolonial movement are also apparent from 
the way scientific management models of strategic management have developed 
from America (Knights & Morgan 1991, 261). The same is effected in the 
neocolonialism of international business in which Americal cultural imperialism 
is reified by US multinational (Peltonen & Vaara 2012, 83) and where Western 
management thinking is preferred over the local (e.g. Jackson 2012). In similar 
vein, international business academic research has been accused of 
Westernization (Westwood 2006). 
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Fourth, the dominant strategy discourse and Orientalism/postcolonial theory 
also promote masculine values. The strategy discourse is predominantly built on 
rationality and masculinity (Knights & Morgan 1991; Ross-Smith & Kornberger 
2004). Critics have noted that the emphasis on efficiency and competitiveness 
risks social values being overlooked (Levy et al. 2003, 99). The same criticism has 
been voiced against multinational corporations utilizing developing world 
resources regardless of the negative social and environmental implications. 
Altogether, the appreciation of masculinity over equality leads to hierarchies. 
Hence the demarcation between the managers and the managed produces 
inequalities not only between strategy-makers and employees, but also between 
geopolitical locations such as the North/South and developed/developing 
societies (Phillips & Dar 2009, 427-8).  
Fifth, both discourses align with homogenization, rather than multiplicity. 
The strategy discourse produces a monolithic view of knowledge, prioritizing 
efficiency and rationality over alternative approaches to direct the 
organizational future (Levy et al. 2003). Said’s colonial discourse, in turn, 
describes how Western representations of the Other draw on homogenized 
cultural categories and culturally pure subjects. Moreover, colonial thinking 
assumes the scientific nature and rationality of the West and the irrationality 
and superstition of the Other (Said 1978/2003), which tends to provincialize the 
universal ‘truths’ of management knowledge and repress alternative 
representations (Wong 2010).  
As we have seen, critical examinations of strategy and postcolonial 
theorizations of management and organization have elucidated a similar 
homogenous, hierarchical and masculine structuration of the dominant strategy 
discourse and Orientalism, one in which hybridity is concealed. This has led to 
increasing scholarly interest both in strategic management and postcolonial 
studies as means to seek alternatives to the dominating hegemonies. Within 
strategic management, critical studies have elucidated how alternative 
discourses are invoked to advance wider participation in strategy (Ezzamel & 
Willmott 2008; Mantere & Vaara 2008). Likewise, postcolonial criticism has 
aimed at unmasking the power asymmetries (e.g. Frenkel & Shenhav 2006; 
Fougère & Moulettes 2009; 2011), as well as encouraging research on the 
resistance to subjected neocolonial identities by the West’s ‘Others’ (Frenkel 
2008; Imas & Weston 2012; Wong 2010). Hence, critical strategy discourse 
research as well as postcolonial organization and management studies are 
interested in producing more pluralistic understandings, which neccessitates the 
examination of strategy and postcolonial discourses in their various forms and 
also their interlinkages with other discourses.  
To sum up, critical strategy discourse studies/the dominant strategy 
discourse and postcolonial theory/Orientalism are intertwined and resemble 
each other at the level of meta discourse. This provides an inspiring setting for 
exploring how these two combine in empiria, a question that has gone 
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unnoticed in earlier strategy discourse research in international business 
settings. 
With this research, I target an underexplored area of strategy discourse 
studies in an international business context by examining the linkages to 
postcolonial theory, here addressed through Said’s Orientalism. I thus respond 
to the need to address the socio-cultural embeddedness of strategy (Vaara 2010; 
Vaara & Whittington 2012), and the ideological assumptions of Western strategy 
discourses with respect to the non-West (Greckhamer & Cilesiz 2012). I use the 
three-dimensional framework of CDA to provide a multifaceted understanding 
of how the postcolonial Orientalism discourse informs strategy-making. In 
short, in my empiria, I will explore how strategy-making vis-à-vis China is 
framed by various discourses, identify the ways in which these are internalized 
in the CBP, and examine how the strategy conversations make use of these 
discourses (key focus being on Orientalism discourse). Interdiscursive and 
micro-textual analysis will enable the tracing of how the strategy texts 
‘articulate’ different discourses together (Fairclough 2005, 920) and examine how 
and with what effects the Orientalism discourse complements the dominant 
global business discourse. 
I also join the critical and postcolonial research on management and 
organization that makes visible and addresses the ways in which the 
asymmetrical relations of power, effected through colonialist ways of thinking 
and behaving, frame global business and management (see e.g. Jack & 
Westwood 2006; Prasad 2003; Westwood & Jack 2007; Özkazanç-Pan 2008). The 
empirical setting of the study also enables me to join the growing ranks of 
postcolonial studies that address Orientalism in new settings. The China context 
is also particularly intriguing because of the changing geo-political and 
economic power relations with the rise of China and India (McKenna 2011; 
Jackson 2012). In particular I target the literature that has examined the 
discourses of neocolonialism. A great majority of these studies have analyzed 
academic discourse and media texts, but there are only few examples of how 
organizational actors (re)produce postcolonial settings through discourse (e.g. 
Heikkinen 2009; McKenna 2011). My study extends these studies by examining 
how Western organizational actors engaging with discursive strategy-making 
vis-à-vis emerging markets (re)produce Orientalism discourse and what 
symbolic effects this entails for strategy.  
In the next chapter, I describe my data more in detail and explain how the 
framework was developed from my inquiry of the data. 
  
3 Data and analysis 
3.1 EMPIRICAL MATERIALS 
 
Case study on the China Business Project 
 
Overview of the CBP 
As outlined in the Prologue, the China Business Project (CBP) provides the main 
empirical setting for this research. Altogether it constituted the basis of a three-
year intensive case study (Eriksson & Kovalainen 2008, 2010), during which I 
gathered extensive material on the Finnish companies’ and other project 
participants’ strategy-making vis-à-vis the Chinese market. Case studies on 
international business and international management generally tend to be 
dominated by the tradition of qualitative positivism (Piekkari & Welch 2011, 4). 
By contrast, the choice of an intensive case method builds on the ethnographic 
tradition, directing interest towards the cultural meanings and understanding of 
the case (Eriksson & Kovalainen 2008, 119). 
The CBP represents a rather typical example of a Finnish industry-specific 
joint internationalization project that is jointly funded by governmental sources 
and private companies. The CBP was implemented in collaboration between a 
Finnish university, a development organization, and company participants from 
all over Finland. The CBP operated in an industry where scientific research 
constitutes the core business, with early R&D often involving collaborative 
arrangements between companies and universities. The CBP was thus aiming to 
increase Finno-Chinese collaboration between companies as well as research 
organizations. The CBP organization structure is described in Table 1. 
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I was employed as a part-time research scientist in the CBP. As outlined in Table 
1 above, my main responsibility was to assist in gathering and producing 
business-related information. During the CBP I took over three bigger tasks. 
Firstly, I was assigned to collect the expectations from participant companies 
through interviews. Second, I participated in preparing and compiling of a 
contact/evaluation database of the Chinese companies. Third, I wrote a 
partnering guide for China in collaboration with other project personnel. 
The CBP activities were based on the objectives outlined in yearly project 
plans and funding applications. The CBP organized a variety of activities in 
order to support Finno-Chinese partnering and I present the most typical 
activities in Table 2.  
 
Table 2: CBP activities 
 
Activity type Description 
Miniseminars Finnish participants (and sometimes Project Director from China) 
gathered 3-4 times a year 
Seminars often included an overview of interim reports, 
presentations by the project participants, planning for future events 
and activities and sharing experiences 
Workshop Finnish participants planning how collective action could be 
continued after the official funding for CBP runs out 
Partnering 
symposiums 
Held in China and in Finland  
Finnish participants and selected Chinese companies, also pre-
booked company match-making 
Partnering trips to 
China 
Pre-booked company meetings and visits to Chinese research 
institutes/universities, technology/science zones and development 
organizations 
Exhibitions Taking part in industry-specific exhibitions both in China and in 
Finland 
Finding partners in 
China 
Project personnel in Finland and in China screened potential 
partners based on pre-set criteria 
Partner evaluation Project personnel constructed a contact database of Chinese 
partners and developed an evaluation model  
Educating Finnish 
companies 
Compiling a partnering guide to China, buying industry-specific 
market reports, inviting expert speakers 
Screening for new 
collaborative areas 
Project management and research scientists actively looking for 
new areas of collaboration 
Screening financing 
for R&D projects 
Keeping track of public and private funding opportunities 
Governmental 
contacts 
Contacting governmental representatives both in Finland and in 
China to seek support for the CBP 
Consultation of 
Chinese companies 
Project Director in China was available to Chinese stakeholders to 
provide information on partnering prospects in Finland and 
regulatory requirements within EU 
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Company activities aimed at finding partnering opportunities for the Finnish 
company participants constituted the main thrust of CBP operations. At the 
initial stage the project participants consisted of ten Finnish companies, research 
groups from a Finnish university, and a few collaborators from China. However, 
during the three years of operation, a couple of companies left the project and 
new ones joined. The industry details and company names have been concealed 
in order to preserve the anonymity of the participants. Overall, the participant 
group was heterogeneous, which is illustrated well by their size differences: The 
largest company employed over 10,000 employees globally, while the smallest 
was a micro-sized firm with three employees. Their business scopes also varied: 
Participants consisted of R&D companies at the very early phase of product 
lifecycle, professional service companies (focusing on selling research services), 
and bigger companies whose operations covered the entire value chain from 
R&D to manufacture and marketing.  
In the industry in which the CBP companies operate, markets are global and 
business is typically conducted through international networks, in synergy 
between small and large companies and research organizations. Hence, all 
companies had existing international business operations (e.g. exporting, global 
sourcing and international partnerships in R&D). However, apart from some 
isolated contacts earlier in some of the companies’ histories, China was a new 
market for most of the participants. In some of the larger companies, other 
business units or the parent company had ongoing business relations with 
China. The demographic profiles of the participant companies are provided in 
Table 3. 
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Each company had assigned one representative to attend CBP meetings. All 
representatives were in top management positions (with titles such as CEO, 
Head of Business Development or Head of Research) and were responsible for 
the ‘China strategy’ (not necessarily talked about in these terms) of the 
company. Thus they were strategic agents both within their own companies as 
well as in the Project. My access to the individual companies’ strategy-making 
was based on interviews with the representatives and observations/interaction 
during their participation in CBP gatherings. All managers from the 
participating Finnish companies as well as project personnel (Project Director, 
Project Coordinator, and Research Scientists) were Caucasian, except for the 
Project Director (living in North America) and Project Manager in China, who 
were of Chinese ethnicity. Thus the case is framed by a situation where Western 
managers and academics are making sense of the non-West, and therefore it was 
no surprise that cultural aspects and othering appeared in their discourse. 
 
Data collection from the CBP 
Being a participant in this project offered me access to various data, ranging 
from interviews to observations and project documents. When I joined the CBP, 
it was agreed that I would conduct my PhD research based on the CBP case and 
would be allowed to use the materials from the project for my own research. I 
have been predominantly responsible for gathering the different datasets. 
However, my supervisor, and co-author of the essays dealing with the CBP case, 
attended some of the project gatherings and trips to China. I have acquired most 
of the data during my tasks in the CBP. For these reasons other project personnel 
was also present at some of the interview situations, as these were primarily 
held for CBP purposes. 
Interviews with representatives from the participant companies were my first 
assignment in the project. As project management realized that more 
information would be required on the participating companies’ tentative 
business aspirations in the Chinese markets and their expectations of the project, 
we decided that I would carry out preliminary interviews to obtain such 
knowledge. I conducted preliminary interviews in seven companies (with seven 
managers) and in two cases the Project Coordinator was also present in the 
interview situation, acting as a secondary interviewer. Of these interviews, six 
were recorded and fully transcribed, while one is based on my notes during the 
discussion. Three of the managers were women and four men. All managers 
were Caucasian and all were highly educated (most of them had doctoral 
degrees). The interviews took from 40 minutes to one hour. For the smaller 
companies their strategic role was accentuated, while for the bigger companies 
and subsidiary firms the strategic direction was of course more dependent on 
corporate strategy.  
While I had prepared an outline of the interview themes and formulated 
some closed questions to elicit information (Eriksson & Kovalainen 2008, 81-82, 
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see Appendix 1) and sent these to the managers prior to the discussions, the 
interviews took a natural conversational flow. The discussions covered issues 
like the companies’ prior experience of and connections to China, their 
expectations of the market, as well as their anticipation of possible challenges 
and the support they wished from the CBP. The discussions took place at a time 
when familiarization with the market and agenda setting were topical issues for 
the companies. Therefore, some companies were interviewed at the very 
beginning of the project, while some of the interviews were carried out at a later 
stage, when the companies began to show more interest in the possibility of 
extending their operations to China.  
During the CBP I also had a chance to conduct follow-up discussions with six 
of the companies, which provided me with some insight on their progress with 
business in China. All of the follow-up discussions were conducted together 
with other project personnel (either Project Director, Project Coordinator or 
temporary Research Scientist acting as secondary interviewers in addition to 
myself). The first round of follow-up discussions took place when the project 
had been running for about one year. These were related to the ongoing task of 
compiling an evaluation database which we would use to try to find and sort 
out prospective partners in China (in collaboration with a Chinese technology 
center). We wanted the Finnish companies’ opinion on the kinds of information 
that would be important for them to know about the potential partners’ 
business. Discussions were held with for companies. While engaging in these 
discussions, we also talked about their development in China, and if they had 
acquired any new ideas. Another point in time for the discussions was toward 
the end of the second year of the project. The project was then organizing a 
partnering seminar in China (the first seminar had been successfully held a year 
earlier). Again, we wanted to hear the companies’ expectations regarding the 
partners they would like to meet and to get an updated view of their business 
scope and feedback on the CBP activities. Discussions were held with four 
companies (some were the same as in the first round). These two sets of follow-
up discussions were informal and the data are based on my written notes.  
An important source of data was my participant observations at various 
events taking place both in Finland and in China, such as seminars, partnering 
events and project group meetings. Working with the case study took me to 
China for a total of five separate visits, which provided me with valuable first-
hand access to participants’ reactions and reflections as we toured Chinese 
companies, universities and business development centers. I also had access to 
project documents.  
These various types of data enabled me to capture strategy-making in 
different settings, in official documents and presentations, as well as informal 
settings. The strategy discourse has earlier been explored through the analysis of 
official strategy texts (Eriksson & Lehtimäki 2001; Pälli et al. 2009), by observing 
strategy meetings (Pälli et al. 2009), or the strategy conversations based on 
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ethnographic data on strategists-at-work (Samra-Fredericks 2003; 2004; 2005). 
One advantage of the case method was that it allowed tracing, comparing and 
combining different kinds of strategy texts (Phillips et al. 2008; Laine & Vaara 
2007). 
When I first engaged with the project, I saw it as an opportunity for 
participatory action research on the construction of international business 
networks. However, I quite soon changed my view, taking instead a critical 
perspective on discursive strategy-making practices. Taking a critical 
perspective on a case study (Ahonen et al. 2011) essentially means that I focus on 
understanding the received ideas underlying the constitution of the strategy 
discourse within this international business setting. I draw on Critical Discourse 
Theory by Fairclough (1992; 1995a) to understand the ideological assumptions 
framing strategy-making, and focus in particular on the way postcolonial 
discourse is drawn on. The change to a critical and postcolonial analysis of the 
case was developed through my encounters with the data, which I will describe 
in detail in sub-chapter 3.2. 
 
Acquiring data from media texts 
My using a postcolonial lens to scrutinize Finnish strategy-making vis-à-vis the 
Chinese market has generated counter-questions and review comments as to 
“why postcolonial with China?” These questions made me think about how I 
could provide a better contextualization of my research and elaborate on the 
relevance of postcolonial inquiry in this setting. For these reasons, I chose to 
include media analysis in my dissertation and gathered texts from the Finnish 
business press. 
Media enjoys a pivotal position in producing social phenomena (Fairclough 
1995b, 2-3) and is likely to shape preliminary market conceptions, as companies 
often draw on business journalism as a source for information on new market 
environments (Priyadharshini 2003). Hence, media texts provide a means to 
understand the national-level discourses that frame the case and contextualize 
the strategy texts within the project (Ahonen et al. 2011, 89, 92).  
Furthermore, it has been increasingly suggested that strategy research should 
pay more attention to the role of external agents in shaping strategic ideas and 
thus influencing strategy-making (Clark 2004; Jarzabkowski et al. 2007). For 
example, the media (Jarzabkowski & Whittington 2008) and business media, in 
particular (Jarzabkowski & Spee 2009), have been described as potential external 
agents. The media texts thus allow me to examine how the strategic futures of 
Finnish knowledge-intensive firms are constructed at the societal level. 
I gathered media data from the Economy section of Helsingin Sanomat, a 
quality national daily newspaper, and Talouselämä, a prestigious national weekly 
business magazine, in order to obtain material to analyze the use of Orientalism 
at the societal level. I covered a 12-year period from 1999 to 2010, which I 
considered a good time-span as my case-study fitted within this time period. It 
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would also be long enough to show if any changes had occurred in the 
discourse. The empirical data of this dissertation is summarized in Table 4. 
 
Table 4: Empirical materials and their appearance in the essays 
 
Source of 
materials 
Materials gathered * Essay 
Finnish 
business 
press 
Helsingin sanomat – economy section – and Talouselämä 
Texts dealing with China between period 1999-2010 
1 
Case study 
on China 
Business 
Project 
INTERVIEWS/DISCUSSIONS WITH FINNISH MANAGERS 
Preliminary interviews with seven managers at the initial phases of 
the project 
8 follow-up discussions at different phases of the project 
 
OBSERVATION DATA 
Five trips to China. Below selected events from the itinerary:  
2 partnering events 
Visits to Chinese companies, technology zones, research 
centers, universities 
‘Making it in China’ – University/Business collaboration -
seminar (Organized by the Nordic Centre in Shanghai) 
8 project miniseminars involving project personnel and participant 
companies 
Various small planning meetings between the project personnel and 
some company participants 
Participation in a workshop, the aim of which was to plan the future 
of China collaboration after the end of the official China Business 
Project  
Informal coffee table discussions 
DOCUMENTS 
Minutes of meetings and memos from project seminars and workshop 
Annual project plans  
Interim reports of the project operations 
PowerPoint presentation slides (including marketing materials for 
stakeholders and potential partners, project management’s 
presentations in seminars and workshops) 
Internal project communication (e-mails) 
Project brochures 
Final report of the project 
Partnering guide to China (I was one of the authors and this was 
written in order to disseminate the experiences gained during the 
project) 
2 & 3 
* My research materials are in Finnish, and the analysis was also conducted in Finnish. The quotations have 
been translated into English, which is slightly problematic because the translations cannot fully represent 
the original texts linguistically or in terms of their full meaning. However, I used an outside translator to 
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make sure that the meanings were rendered as faithfully as possible. I have also tried to explain the original 
meanings and rhetorical aspects that may have been lost in translation. 
 
 
3.2 ANALYSIS 
 
Inductive analysis: How Orientalism came into the study 
This research assumed its form through inductive analysis. Once it unfolded 
that studying the CBP case from a network perspective would not be possible, I 
decided to take a look at what could be said about the various materials I had 
gathered. At this point I concluded that the interviews as such were interesting 
in terms of how the managers discursively constituted the Chinese markets, the 
opportunities therein, and the possibilities to extend their business there. I thus 
moved on to a detailed analysis of the interview transcripts. 
In the initial stages of the analysis process, I coded the interviews with the 
idea of getting an overall and yet detailed idea of their contents. I focused on 
what was said about the Chinese markets and the potential to set up business 
there. As the interview material was relatively small in size, I carried out the 
coding by underlining key words and making notes in the margins of the 
interview transcripts. The codes included companies’ motivation to join the 
CBP, companies’ specific motivation to discover Chinese markets, their 
evaluation of Chinese markets and opportunities (sub-codes: challenges in the 
market, partnering prospects, market demand, changes in the market, global 
market comparison, own sales rationale/opportunity in China, market entry 
strategy) and factors that affect the companies’ abilities and decision to conduct 
business in China (sub-codes: internal factors, industry regulations, industry 
trends). I conducted the coding in several rounds, and after I had completed all 
interviews (including follow-up discussions).  
I then took the analysis further, trying to understand the bigger conceptual 
categories in the interviews, and identified three discourses: 1) China’s economic 
agency, 2) East-West dichotomy, and 3) My company in China. The first two 
discourses served to construct the external environment with regards to China, 
whereas in the third discourse the business managers drew connections to how 
their own company’s situation could be understood in relation to the external 
environment. The dynamics between these three discourses were such that the 
managers drew on the first two discourses for resources to evaluate the strategic 
development of their own company. After several iterations and much 
conceptual work, I have come to discuss these discourses as the global business 
discourse, Orientalism discourse and strategy discourse, respectively. 
During the analysis process described above, I focused not only on the 
content (the what) but also identified the recurring expressions (the how) 
(Ahonen et al. 2011, 92-93). This process inspired me toward discourse analysis, 
as I became interested in the ways in which actors make things understandable 
60   
 
through their use of language (Suoninen 1999, 18). Specifically, I discovered how 
the managers drew on the East (non-West)/West distinction and cultural 
differences when evaluating Chinese markets and business potential. The whole 
East-West aspect of their talk fascinated me, as I discerned how the managers 
related their general perceptions and prior experiences of Asia in general in 
order to anticipate how collaboration with China might develop. Moreover, 
China was depicted as the underdog of the industry, one who was still lagging 
behind the companies of Western countries. On the other hand, recurring and 
predicted fluctuations in the industry’s rules of competition gave such 
indications that China might be an interesting player within a few years. Hence 
their vocabulary evinced opposites such as ‘Western’/’Asian/Eastern,’ 
‘developed/underdeveloped,’ producing demarcations between the Self and the 
Other. Moreover, talk about China was also to a large extent based on 
perceptions and images, and there were no references to empirical knowledge.  
These preliminary notions made me think there was a macro-level discourse 
giving rise to the shared vocabulary and similar patterns of talk that implicitly 
implied Western dominance. I moved on to ‘theorize’ these observations. I 
found CDA helpful in this process as it sensitized me to the ways in which 
societal discourses, imbued with power and ideology, inform organizational 
discourses and the micro-level strategy. My reading of the interview texts relied 
on the notion of “language as a system of distinction” (Deetz 1992, 28) and 
resulted in the realization that the East(non-West)/West division was achieved 
by producing otherness. By tracing back the concept of Otherness in the 
literature, I came across the postcolonial Orientalism discourse (Said 1978/2003), 
which I found well-explained the discursive patterns in the data. The interview 
texts appeared to be imbued with the neocolonial vocabulary and images of the 
Other manifested in Said’s Orientalism. This was apparent from the way the 
interviews constructed understanding of what is “out there” (Said 2003, 54). 
As opposed to conceptualizing the data through cultural distance, which is 
typical in international business discussions, I ultimately chose to use 
postcolonial theory and draw in particular on Said’s work because the data was 
better explained through Orientalism. I identified that the Finnish discourse was 
operating on the binaries articulated in Orientalism. The opposites 
modern/archaic, leader/led, scientific/superstitious were reconstructed through 
the metaphorical expressions and various other linguistic means that were used 
to represent the Finns and the Chinese. And it was the form of these particular 
ways of producing otherness that could be made visible by carefully deploying 
Orientalism. While stereotypes can be constructed about anything, and there are 
typical stereotypes about Chinese business manners and quality, the strategy 
texts seemed to be operating on Said’s Orientalism. Moreover, postcolonial 
criticism in the field of international management has shown how cross-cultural 
studies, through their representation of cultural difference, draw on 
(neo)colonial and orientalist worldviews (e.g. Kwek 2003; Fougére & Moulettes 
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2009). I wanted to pursue a critical view of the cultural difference discourse, and 
found that by deploying postcolonial theory to critically examine the discourses 
of Finnish business actors, I could elucidate the power effects that result from 
Othering. And as Jackson (2012) suggests, Said’s Orientalism can indeed be 
perceived as a way to deconstruct the modernization of international 
management, which makes it possible to address the ideological ramifications of 
the discourse as well as the cultural difference. So altogether, I deduced that 
Said’s work would enable me to elucidate on the taken-for-granted notions of 
Western modernity and development that appeared to be inscribed in my data. 
Through Orientalism I can capture both the essentialization of the ‘Other’ as 
well as the reproduction of binary hierarchy and power relations.  
The ultimate decision to implement postcolonial theory was thus based on 
encounters with the data and induction rather than any a priori theoretical 
framework (Eriksson & Kovalainen 2008, 22). However, the choice of 
postcolonial theory was not without problems. I quickly learned that 
postcolonial studies have traditionally been used to explore countries that share 
a colonial history. Yet, familiarization with the debates and reading the recent 
contributions in the field opened my eyes to how there are possibilities to apply 
postcolonial analysis beyond its traditional settings. In addition, my 
observations strengthened my confidence regarding the social relevance of 
postcolonial inquiry in the China context, as the neocolonial discourse emerged 
repeatedly both in our vocabulary and behavior during different CBP activities. 
For example, when we traveled to China, a typical pattern emerged in which we 
would start to marvel at the local way of life at the airport immediately on 
landing in Shanghai. The Chinese way of life was described by the project 
participants as “controlled chaos.” When the schedules of agreed appointments 
had to be changed or when we were forced to start arranging a lecture hall for 
the next morning in the small hours of the night because a previous seminar had 
exceeded the reservation time, comments such as, “Again with this fumbling 
around,” escaped our lips. Here one of the great benefits of conducting this case 
study was that it involved another researcher, Päivi Eriksson, who thus became 
not only the supervisor of this dissertation, but also a research colleague and co-
author of the papers dealing with the case data. Together, we could discuss and 
reflect on our observations, which strengthened our sense of the importance of 
the colonial binaries. All in all, contextual relevance was also gained as I 
participated in various public seminars around China and followed the public 
discussions. In one seminar presentation, the keynote speech outlined how 
Western conceptions and misconceptions of China are multifaceted, raising the 
issue that the Finnish model has been to repeat mantras of superiority which is 
“one of the most dangerous things in the global economy” (Rutanen, June 11, 
2008). Critical voices such as this gave me confidence as to the need to carry out 
a critical, postcolonial, research project. 
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At the same time, I also needed to evaluate my own position as a researcher 
imposing a postcolonial critique on the data. When referring to the 
‘stereotyping’ going on in the CBP, I use the term ‘we’ in order to point out that I 
include myself in professing such stereotypical notions. I told my friends and 
colleagues how I ate duck tongue and snake during my trips and how some of 
the practices and behaviors in meetings seemed odd to me. I thus produced the 
exoticism surrounding China. Throughout this research, I have tried to contest 
my own notions and introduce changes into some accepted practices. For 
example, in the writing of a partnering guide for the CBP, Päivi and I tried to 
eschew the black-and-white conceptions of cultural properties and instead 
introduced the potential for change. 
Also, when conducting analysis based on the binary categories in Said’s 
Orientalism, I encountered problems with reconstructing the binarism through 
my own research. However, analyzing how Orientalism discourse is combined 
with global business discourse allows me to maintain the view that the texts also 
invite alternative explanations (Gergen 1985). It is through the interaction of 
these two discourses that the West/non-West division and colonial binaries are 
both reproduced and undermined.  
 
Conducting analysis in CDA tradition in my study 
So it was through the iterative process of analysis and theorization, and going 
back and forth from data to theory, that I produced my view for the final study 
(Ahonen et al. 2011, 93; Eriksson & Kovalainen 2008, 43). I then applied CDA to 
conduct essay-specific analyses. I was drawn to CDA because it enabled me to 
focus my analytical interest on the linguistic aspects of the social construction of 
reality (Fairclough 1992) in addition to the cultural-level discourses. For these 
reasons, for example, Foucauldian analysis was quite naturally excluded as it 
offers less insight into micro analysis (Eriksson & Kovalainen 2008).  
I decided early on in the process that I would write the dissertation in an 
essay format. The essays gave me a good opportunity to operate at different 
analytical levels within Fairclough’s framework, as well as to use different 
datasets to present a diverse view of the strategy-making. I next provide an 
outline of the main analytical steps in each essay.   
In Essay 1 I combine macro-level interest with detailed textual analysis of 
media texts in the CDA tradition to examine how the Orientalism discourse is 
drawn on at the societal level. The analysis took place through three steps: 
content analysis of media texts, analysis of positions and the ways of 
production, and finally a closer reading of selected samples to expose the 
discursive mechanisms predicated on Orientalism.  
First, I employed a content analysis of the collected materials. I categorized 
the business press articles based on their topical areas and found that the media 
coverage of China was constituted around three perspectives: macroeconomic, 
business and social. The macroeconomic perspective included themes such as 
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China’s economic growth and economic reforms aimed at adopting market 
economy features. The business perspective included themes of Finnish 
companies’ operations in China, overviews of Chinese markets and business 
culture and China’s entry into international competition (focusing on its ability 
to compete in innovation). The articles drawing on social perspective introduced 
the Finnish readership to everyday life in China through life stories of Chinese 
workers, students and other groups of people. The macroeconomic and business 
perspectives could often be found in the same articles. I then chose to 
concentrate on the business perspective because of my interest in strategy 
discourse. Articles in this area would allow me to examine how the strategic 
landscape of the Finnish knowledge-economy is shaped and how Orientalism 
discourse informs this discursive process. 
I then reviewed all of the media texts from the business perspective once 
more. I was curious as to how the relative positions of Orientalism would unfold 
out in the texts. I constructed tables from each year in which I gathered 
information on who the actors in the texts were and how they were described in 
relation to each other (their positions, that is). The analysis of positions involved 
interpreting how the texts operated within the Orientalism discourse. The 
Orientalism discourse constructs a particular place/position and relation 
between Western and non-Western groups through a binary system. It can 
therefore be seen to manifest “particular knowledge and beliefs, particular 
‘positions’ for the types of social subject … and particular relationships between 
categories of participants” (Fairclough 1995a, 94). Through my analysis I aimed 
at illuminating how the positions and relations embedded in Orientalism were 
constructed in the Finnish business press.  
As positions are discerned through particular ways of representation, this 
necessitated a detailed analysis of the textual features. I thus focused on the 
positions assigned to Finnish and Chinese actors by examining the overall 
lexical selection and style, and rhetoric (e.g. rhetorical questions) and how these 
attach different meanings to the different actors (Fairclough 1992; van Dijk 2001). 
Examination of the linguistic features of the texts and metaphorical expressions 
in particular revealed how the colonial binaries (such as active/passive) were 
used in the texts to position Finland (West) and China (non-West/East). Through 
my analysis, I found that the media texts operate within these colonial binaries, 
both reconstructing and deconstructing the binary positions. To illustrate this 
phase of the analysis, I have compiled an exemplary table (see Table 5) that 
shows how I reviewed and analyzed the articles of each year.  
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Table 5: Analyzing Orientalism in media texts 
 
Actors How the actors are related to 
each other 
How do the texts operate  
with the binary positions in 
Orientalism 
World Trade 
Organization 
WTO represents rules and order 
whereas traditional Chinese way 
of doing business is portrayed in 
the texts as “reckless,” “corrupt,” 
“unpredictable” 
 
Involves the moralization and 
mystification of traditionally 
Chinese practices 
China’s inclusion in WTO 
reproduced the liberated/savable 
binaries, where WTO is portrayed 
as freeing the Chinese from their 
corrupt practices 
Finland – China 
business relations 
Representations of China vary 
from the “new Eden” of market 
opportunities to the 
moralizations of Chinese piracy 
of Finnish companies 
 
In terms of innovation 
competition, Finland is ascribed 
as “creative” whereas Chinese 
businesses are related with 
“dumb iron” in providing bulk 
manufacturing that requires little 
knowhow 
Reconstructing the 
occident/oriental binaries 
through mystification of China 
(e.g. talking about “Eastern 
wonderland”) 
 
The metaphorical expression 
“dumb iron” reconstructs the 
leader/led, modern/archaic, and 
developed/developing binaries by 
positioning China as the world 
factory 
 
China – Europe 
relations 
Forecasting that China will 
“override Europe” 
Deconstructing (inverting) the 
subject/object and 
colonizer/colonized binaries by 
suggesting that Chinese 
companies can overtake Western 
firms and competition 
 
I had gathered the data with the idea of tracking change over time, and 
therefore covered a 12-year period, which I figured would be lengthy enough to 
make any changes visible. However, as I constructed the analytical tables from 
each year, I did not find any notable variation in the way China was portrayed 
over the years. Rather, the media’s representation was consistent, with more or 
less irrational fluctuation in the topics. Moreover, the positions are constantly 
moving within the text. I therefore adopted the notion of Fairclough’s CDA that 
change takes place in texts. At this point, I selected 17 articles for closer analysis 
in order to examine how the roles changed. I analyzed each article from the titles 
to the entire structuring of the text. In the following section I provide an 
example of this detailed analysis. 
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One of the articles I analyzed in detail was published in a Helsingin Sanomat 
series titled “With what will Finland live in future?” At first I analyzed the 
initial framing and topic. The rhetorical question in the series title indicates that 
the article will discuss the future competitiveness of Finnish industries. The 
article itself was titled “China already educates the majority of engineers.” From 
my analysis of the whole corpus of data, I knew that reciting the growth figures 
and massive educational achievements of China was typically used in Finnish 
media texts. I interpreted that the title entailed a warning that the Chinese will 
be the new rivals in engineering work. The article proceeds by suggesting: 
“China is already pulling away from the others: over a million new engineering 
students started their studies last year.” Here the threat of Chinese overrunning 
the competition is reinforced by citing the figures of engineering students. For 
the Finnish readership, a million new engineering students represent a huge 
number, i.e. it resembles one-fifth of the whole population of Finland. As I 
analyzed the text further, I could see that the text takes a shift by drawing on 
arguments that mitigate the threat:  
  
(…) 
In general, the commercial success of Chinese companies has however been based 
on copying from others rather than innovations.  
 
(…) 
One should also remember that in order to use a computer about 200 million 
Chinese citizens should first learn how to read. 
(…) 
(HS-talous-12/1/2003)) 
 
The choice of wording, “in general,” produces an understanding that typically 
Chinese companies will not be able to pose a threat in the field of innovation. In 
the end, the patronizing expression “should first learn how to read” is used to 
construct a big development gap and enforce the idea that China is still lagging 
behind. I analyzed all 17 articles in similar fashion and, based on the analysis, I 
was able to show how the texts construct a discursive mechanism that constructs 
the threat of China but also provides responses to mitigate the threat.  
In Essay 2, together with Päivi Eriksson, I utilize participant observations 
(e.g. regular project seminars, workshops and visits to China) and 
interviews/discussions with the company representatives from the CBP to 
examine the legitimation struggles around market entry. We observed how the 
questions central to legitimation such as “Why should we do this? and “Why 
should we do this in this way?”(van Leeuwen 2007, 94) appeared to be 
particularly fundamental for the CBP company participants. In effect, we 
attempt to understand how the CBP participants argue for and against entry 
into China. Our analytical focus is on the various legitimation strategies used by 
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project personnel and business managers, in particular, in order to make sense 
of the strategic issue of market entry into China. 
We employ a discourse theoretical lens with an emphasis on rhetoric to 
addresses the “persuasive” devices in discourse (van Dijk 1997, 12). The choice 
to rely on rhetoric was based on the notion that the strategic issue of market 
entry to China involved the CBP management’s using rhetoric to persuade the 
companies to actively join the partnering activities. This set in motion a process 
where market entry was both supported and opposed as the business managers 
evaluated the possibility of extending business to China from their own 
company’s perspective. We thus aim to reveal how the participants in this 
project “legitimate their individual and collective judgements” when talking 
about the Chinese markets (Samra-Fredericks 2003, 143). 
We began the analysis by systematically screening the materials in order to 
identify and collect text fragments that represent acts of discursive 
(de)legitimation (cf. Joutsenvirta & Vaara 2009). Following Vaara et al. (2006, 
793) we defined that legitimation was manifested whenever the talk/text 
portrays the strategic issue of market entry into China as acceptable/intolerable, 
positive/negative, beneficial/useful/harmful, ethical/morally reprehensible, 
understandable, necessary, justified/unjustified. In our analysis, modalities 
through usage of modal auxiliary verbs such as ‘must’ and ‘should’ were often 
used to construct (de)legitimacy and were thus one marker of instances where 
(de)legitimation was going on. We then focused our analysis on such parts of 
the data.  
As a second analytical step, we proceeded with a systematic analysis of the 
materials to code them according to the legitimation strategies. We built on 
earlier studies on discursive and rhetorical legitimation strategies in the 
international business setting (Suddaby & Greenwood 2005; Vaara et al. 2006; 
Vaara & Monin 2010) and used these as the basis for further coding the materials 
for the specific legitimation strategies encountered. In the following section, I 
give an example of how a particular excerpt was coded as a legitimation 
strategy, called mythopoeic constructions. The exemplary excerpt is from a 
situation where the Project Director, the Project Coordinator and I were 
conducting a follow-up discussion with one of the companies. In this discussion 
the Project Director stated: 
 
The Chinese will come here no matter what. And once they do, we will be worse off if 
they build networks with others, such as go directly to Middle Europe. Instead, we 
could think that we now have a chance of creating competitive advantage compared 
to the rest of Europe as we are on the move now.  
 
The above excerpt was interpreted as legitimation through mythopoesis. 
Mythopoesis can be produced through cautionary tales (van Leeuwen 2007, 106) 
where legitimacy is constructed by warning of potentially negative 
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consequences. In this instance, the Project Director was indirectly trying to 
persuade the company representative to take action with respect to China by 
hinting at the possibility of ending up “worse off” if the company did not act 
immediately. 
Altogether, based on our coding we identified that several discursive and 
rhetoric strategies identified in previous studies suited our data, namely 
naturalization, rationalization, authorization, moralization, mythopoesis, 
cosmological legitimation, ontological legitimation and exemplification. 
We then interpreted the the legitimation strategies’ linkages to macro-level 
discourses. We found that the texts deployed global business, strategy and 
Orientalism discourses in order to both legitimize and de-legitimize market 
entry. The global business and strategy discourses were relatively easy to 
identify, as the legitimation strategies drew on generic notions of globalization 
when promoting entry into China, or on the instrumentalist rationalizations of 
dominant strategy discourse in explaining whether resource allocations to China 
would make good business sense or not. Linkages to Orientalism discourse were 
found when we noticed that the strategies drawn on, for de-legitimation 
purposes in particular, emphasized the East-West aspects of the case, and that 
constructions of an ontologically different other (e.g. “It seems as if China is 
from another planet”) were drawn on to oppose market entry. 
At the final analytical phase, which was partially concurrent with the 
previous ones, we utilized CDA to identify the struggles between different the 
legitimation strategies. We examined how the strategies were used to construct, 
promote, and resist the strategic issue of market entry into China. In specific, we 
tried to understand what was being debated, and after several iterations, we 
came up with a categorization that reveals how the strategic issue of market 
entry into China was discussed through three struggles: timing, resource 
allocation and cultural distance. It was these three aspects of strategy-making 
that constantly recurred when talking and debating over the issue of whether 
the companies should and could extend their business to China. By examining 
further the dynamics of these three struggles, we exposed the way in which the 
Orientalism discourse is drawn on, mainly to de-legitimate market entry. 
In Essay 3 Päivi Eriksson and I use the CDA framework in its totality by 
covering the micro, meso and macro levels of analysis. We make use of all the 
case materials, now also including the official documentary that we had not 
analyzed in our previous essay. The methodological model proposed by Phillips 
et al. (2008) provided a useful starting point for our case study.  
We began the analysis by systematically reviewing once more all CBP data to 
identify the broader discourses at play. Through this interdiscursive analysis, 
we identified the types of discourse that are drawn upon and combined in the 
discourse sample (Fairclough 1992, 232; 2005). We noticed that the official texts 
evinced talk of “global markets” and referred to “globalization” as creating 
changes in the market. At the same time, the texts drew on traditional strategic 
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planning by talking about the need to evaluate opportunities, find specific 
strategies to meet the competition in China and so on. These led to us identify 
that the data was informed by strategy and global business discourses, which 
were then systematically marked and interpreted in the materials.  
Our examination of the informal texts raised the issue of ‘culture talk’ in 
addition to the strategy and global business discourses. Whereas the talk about 
otherness and cultural difference was absent in the formal texts, we now found 
that the relations between Finnish and Chinese were constructed through a 
specific vocabulary similar to that found in Edward Said’s Orientalism (1978). 
We now highlighted in the materials any passages that mentioned the Chinese 
markets and described Chinese business actors or Chinese culture (or vice versa 
describing the Finnish actors) or drew on us/them demarcations. Thereafter, we 
could analyze in more details how these reconstruct the Orientalism discourse. 
Orientalism could be seen, for example, in the metaphorical expressions used to 
describe the Chinese, such as “hardware is ok, software is the problem.” Based 
on the differences between official and informal texts, we identified that global 
business was the dominant, officially held discourse, whereas Orientalism was 
operating as a hidden ideology that intertwined with other macro-level 
discourses in the strategy texts. 
At the second stage, we analyzed what kind of internal discourse these 
produced in terms of the opportunities and necessary actions for the CBP. We 
noted that while the global business discourse mostly drew on partnering and 
win-win solutions, the Orientalism discourse set up hierarchical relations 
between Finnish and Chinese firms. Here in particular the idea of advanced 
West–developing non-West was drawn on to construct the hierarchical 
assumptions. 
Third, we wanted to explore the linkage between meso and micro levels. 
Here we combined the totality of Phillips et al. (2008) model with the tradition of 
conducting detailed textual analysis at the micro level. We now analyzed in 
detail the interviews with company representatives and focused on the ways in 
which they evaluated opportunities in the Chinese market. We were interested 
in what kinds of positions became available in their strategy talk. We found out 
that talk generated through global business discourse entailed hesitation and 
uncertainty (apparent from the use of hedging in the texts), whereas the talk 
informed by Orientalism was more assertive (using factualization and 
naturalization that constructs reality as ‘Truth’ and unquestioned). This enabled 
us to illustrate how the Orientalism discourse was the only discourse that 
provided the managers with the opportunity to act as knowledgeable strategists. 
During the micro-level analysis, we also examined how the markets were then 
evaluated by the managers. In the next chapter, I review the main findings from 
the three essays. 
  
4 Findings and results 
4.1 FINDINGS FROM ESSAY 1 
 
The first essay addressed the question how does Orientalism inform the strategic 
positioning of Finnish and Chinese industries within Finnish business press? The essay 
responds to this question by showing that Orientalism constructs a discursive 
mechanism that can be drawn on to position Chinese industries at the lead, but 
also to defend Finnish industries against this threat and sustain their leadership 
position. 
I analyzed the media coverage of China in two press media with nation-wide 
circulation, namely Helsingin Sanomat, a national quality daily newspaper, and 
Talouselämä, a prestigious weekly business magazine. First of all, my 
examination shows that China’s participation in global innovation and 
knowledge-based competition is constructed as a threat to Finnish industries. 
The media texts assume that China may regain its historical position as a global 
top innovator. This is in line with the notions made elsewhere that emerging 
markets are increasingly challenging the existing competitive bases of Western 
countries (Aiginger et al. 2009, 115).  
Positioning China as a threat is effected by “turning upside down the 
Western binaries and categories” (Lunga 2008, 194). In effect, the threats from 
China feature an imperialist movement from the East to the West, with China 
being portrayed as the active colonizer. Hence the texts revise the traditional 
positions in Orientalism, as China is characterized through binaries that are 
traditionally attached to the West. In the Finnish media, China is perceived as 
gaining the active colonizer position through company buyouts and reinstating 
its history of innovation. The construction of the threat resonates with previous 
findings by postcolonial scholars that emerging markets can disturb global 
economic power structures (McKenna 2011; Jackson 2012).  
However, the media texts also construct the conditions under which Finnish 
companies might still maintain their competitive advantage despite the turmoil 
caused by new rivals from China. The first response to the threat sustains the 
leader position of the Finnish industry through the reproduction of Orientalism 
discourse, which according to Said (2003, 7) relies on the “flexible positional 
superiority” of Western countries “which puts the Westerner in a whole series of 
possible relationships with the Orient without ever losing him the relative upper 
hand.” Here the colonial binaries of Said’s Orientalism, such as ‘superstition’ 
and ‘tradition,’ are reproduced in ways that disparage China’s innovation 
capacity. Confucian ideologies and organizational hierarchies, for example, are 
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perceived as impediments to efficient innovation in China. Hence, Orientalism is 
mobilized as a discursive resource that enables the media “not simply to 
describe, but also to dominate and somehow defend against it [the Other]” (Said 
2003, 331).  
The media also employs another response to the threat by acknowledging the 
inevitability of China’s entry into international competition. It is suggested that 
in order to survive Finnish companies should take more active strategic actions 
by collaborating with the Chinese and seeking new global strategies. These 
findings resonate with a study by McKenna (2011), who found that the North 
American leaders’ discourse on China and India called for action and a change 
of attitude among North American workers.  
The essay illustrates how Orientalism works at the societal level of strategy 
and raises questions as to how the discourse is drawn on by Finnish 
organizational actors.   
 
 
4.2 FINDINGS FROM ESSAY 2 
 
The second essay shifts the focus from the public, national-level context to an 
organizational setting. Together with Päivi Eriksson, I begin the analysis of the 
CBP case by examining how the business actors attempted to establish or de-
establish legitimacy for market entry into China. In this essay, we examined how 
Orientalism informs Finnish companies’ (de)legitimation struggles over market entry 
into China. We respond to this question by illustrating how Orientalism provides 
the managers with effective means to de-legitimize market entry.  
Firstly, we discover how the strategic issue of market entry into China 
revolves around legitimation struggles over timing, resource allocation and 
cultural distance. These three struggles are informed respectively by the 
discourses of global business, strategy and Orientalism. Each of the struggles 
involves the use of various legitimation strategies drawn on for purposes of both 
de-legitimation and legitimation. Our identification of the three different kinds 
of struggles as well as their use of several legitimation strategies accentuates the 
challenging nature of market entry into China and complements earlier findings 
on the contested nature of strategy-making in the international business setting 
(e.g. Erkama & Vaara 2010; Vaara et al. 2006).  
We show, in particular, that although the timing of market entry is robustly 
legitimized through multiple strategies, the business managers nevertheless 
draw on discursive resources provided by the strategy and Orientalism 
discourses to contest the legitimacy of market entry. It appeared that embracing 
the global business discourse did not provide space for the strategic agency of 
the managers as it relied on the taken-for-granted notions of strategic necessity 
and urgency of going to China for all Finnish companies. Strategy and 
Orientalism discourses, in turn, provided some resources for the managers to 
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regain a sense of control in the face of external forces (e.g. the China hype). 
Struggles over cultural distance, in particular, provided an effective means to 
de-legitimize their companies’ potential in the Chinese market. The legitimation 
strategies drawing on Orientalism questioned the idea that now would be the 
time to enter the market and constituted barriers based on China’s difference 
and perceived lack of modernity. 
The struggle over cultural distance was related to the neocolonial East-West 
aspect of the case that we studied and allows us to add novel findings to 
previous studies of legitimation. Earlier research has predominantly addressed 
legitimation in terms of major organizational restructurings, such as shutdowns 
and cross-border mergers and acquisitions (e.g. Erkama & Vaara 2010; Vaara & 
Tienari 2008; Vaara et al. 2006). This paper extends previous studies by 
examining (de)legitimation in terms of other types of strategic decisions, which 
also enables us to make a number of novel findings. Whereas earlier research 
has shown that humanistic, cultural and nationalistic concerns can be mobilized 
to resist socially controversial organizational changes (e.g. Erkama & Vaara 
2010; Tienari et al. 2003; Vaara et al. 2006; Vaara & Tienari 2011), our analysis 
brings to the fore that in the advanced West/emerging market setting, strategic 
decisions can be delegitimized using neocolonial discourse.  
The essay illustrates how in the business managers’ strategy discourse 
Orientalism provides resources to effectively oppose market entry. 
 
 
4.3 FINDINGS FROM ESSAY 3  
 
In the third essay Päivi Eriksson and I continue to examine the strategy-making 
in the CBP. Our earlier (de)legitimation analysis of the case brought to the fore 
how the strategists seem to seek de-legitimation resources from the Orientalism 
discourse. Our analysis of the discursive-rhetoric strategies, however, was not 
sufficient to explain and produce deeper understanding of how Orientalism 
informed strategy-making within the CBP case. To understand this issue further, 
in this essay we examined how Orientalism informs strategy-making within a Finno-
Chinese business development project. Based on our analysis, we responded to the 
question by illustrating that Orientalism 1) appears as a partially hidden 
discourse, 2) is used in meso-level strategy-making in ways that reconstruct 
opportunities based on hierarchical post-colonial setting, and 3) provides the 
Finnish managers with key resources to sustain their subjectivity as 
knowledgeable strategists.  
Accordingly, we examined the three levels of discourse and their power 
effects within the CBP. As a result of our analysis, we illustrated that 
Orientalism appeared as a partially hidden discourse in the CBP strategy-
making. The CBP drew on three external discourses emanating from the social 
context: the strategy discourse, the global business discourse, and the 
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Orientalism discourse. We noted that these are manifested differently in formal 
and informal texts. While official texts (documents, formal seminar 
presentations) were primarily constituted by the strategy discourse as well as 
the liberal and opportunistic global business discourse, informal texts (internal 
project meetings, small group conversations, interviews) additionally drew on 
the colonialist and suppressive Orientalism discourse.  
When internalized in the CBP, these external discourses produce a multi-
sided organizational discourse on Finno-Chinese business. These resulted in 
different outcomes with respect to how strategic actions and opportunities were 
presented. Global business and strategy discourse emphasized the strategic 
urgency and necessity of market entry and building win-win partnerships in 
China. Drawing on the Orientalism discourse, in turn, enabled the construction 
of opportunities based on the modernization thesis: It was argued that Finnish 
companies could step in to Europeanize and modernize Chinese practices. 
Especially, it was assumed that the Chinese would need a Finnish/Western 
partner because of their “weak” internationalization knowhow. Therefore, at the 
meso level of strategy-making, Orientalism led to the framing of opportunities 
in ways that reconstructed hierarchical, neocolonial power relations (see e.g 
Jackson 2012). These findings extend the insights made by Heikkinen (2009), 
who found that Finnish practices were positioned as superior to those of 
Estonians. While previous strategy discourse studies in international business 
settings have examined linkages to neo-liberal ideology and global capitalism as 
well as nationalistic, humanistic and cultural discourses (Ahonen et al. 2011; 
Vaara & Tienari 2002; Vaara et al. 2004; Vaara et al. 2006), our study shows novel 
linkages to postcolonial theory/postcolonial discourse.  
Finally, at the micro level, we show that the Orientalism discourse has 
subjectifying effects, as it enables managers to retain the subject position of the 
knowledgeable strategist and perform their strategizing task. Examining the 
business managers’ adoption of and resistance to the multi-sided organizational 
discourse indicated that it produces strategic ambiguity in terms of how to 
evaluate the market. The global business discourse enhanced business 
opportunities but also brought in elements of uncertainty and unpredictability. 
We discerned that the Orientalism discourse provided the managers with 
linguistic resources to cope with uncertainty and construct a sense of familiarity 
and meaning around China. Altogether, Orientalism enables the construction of 
an authority position (Vaara 2010, 41), making the speaker a strategic knower in 
relation to the object of the speech and thereby perpetuating power 
asymmetries. This reproduces the managerialist hierarchy and expertise and 
rationality of the strategy discourse (Knights & Morgan 1991). The use of 
Orientalism led to downplaying and challenging the business potential of China, 
which in turn enforces the hierarchy and binary opposition between ‘us’ (the 
West/Finnish company actors) and ‘them’ (non-West/Chinese actors). The novel 
finding from this essay is that we show how other discourses than versions of 
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the strategy discourse can become significant resources for strategy work (Vaara 
2010), with effects that both enable and constrain strategizing (Feldman & 
Orlikowski 2011; Vaara 2010).  
Altogether the findings from this compilation provide a multifaceted 
illustration of how Orientalism informs strategy discourse with respect to China 
on three discourse levels: in the Finnish business press (societal level), in a 
Finno-Chinese business development project (meso level) and in the strategy 
talk of Finnish companies (micro level). Whereas the dominant global business 
discourse relied on the ‘hype’ and taken-for-granted inevitability of strategy-
development with respect to China, Orientalism enabled the business managers 
to evaluate and question these self-evident notions. In the essays, I show that 
Orientalism is consequential in providing business managers with strategy 
subjectivity, representing market opportunities in particular ways, constructing 
the external competitive environment, strategic positioning of industries and 
companies, and suggesting particular strategic action. Moreover, it has effects on 
social structure as it sustains hierarchies in macro-level discourses. I have 
gathered the main results from this compilation work in Table 6. In the table I 
show what effects were mobilized when Orientalism complemented the global 
business discourse.   
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5 Conclusions 
5.1 MAIN CONTRIBUTIONS 
 
Contributions to strategy discourse studies 
In this study I was curious about the ways in which a postcolonial Orientalism 
discourse informs Finnish strategy-making vis-à-vis the Chinese market. 
Addressing this question allowed me to establish a novel, empirical link 
between strategy discourse studies and postcolonial theory. Thus, by forging 
connections between Orientalism and strategy discourse, the first and foremost 
contribution of this study is that it extends our understanding of the macro-level 
discourses that are influential in the constitution of strategy discourse in 
international business settings.  
I was able to elucidate the multifaceted use of Orientalism through CDA-
based analysis. I showed how Orientalism was mobilized in different situations 
at the societal level in media strategic discourse, on the organizational level in 
the strategic direction of the CBP, and micro-linguistic levels in the individual 
business manager’s strategy considerations for their own companies. 
Orientalism enabled the Finnish business actors, who are from a small economy, 
to construct a sense of familiarity around the distant, unknown markets in 
China. The study shows that Orientalism provided key resources for the defense 
of the Finnish knowledge-economy, construction of opportunities against the 
rising might of China, as well as in strategizing work in general. It provided 
Finnish business actors with linguistic resources that enabled them to 
accomplish their strategizing job according to the expectations and traditions of 
the dominant strategy discourse (Knights & Morgan 1991) through the subject 
position of knowledgeable strategist. Orientalism was used both to enhance and 
downplay business opportunities: aside from downplaying opportunities, the 
focal issue was that opportunities constructed on Orientalism reproduced the 
hierarchical notions between West and non-West and thus resulted in the 
engendering of neocolonial power relations.  
It has been reported in earlier studies that strategic decisions involving cross-
border operations involve cultural clashes and the provoking of nationalist 
sentiments. This study illustrated how the advanced West/emerging market 
setting can embody the reconstruction of a postcolonial setting. The finding that 
Orientalism provided key resources for strategy-making highlights the need to 
further examine the role of postcolonial discourse in other advanced 
West/emerging market settings.  
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Secondly, the dissertation adds to the theoretic-methodological discussions 
around CDA-based strategy research. The dissertation illustrated the strength of 
CDA-based analysis in exposing hidden ideologies by making use of both 
formal and informal strategy texts derived through case study methodology. I 
extended the model of Phillips et al. (2008) by elaborating on a micro-textual 
reading, which made it possible to address the more specific tactics of resistance 
(Vaara 2010) and to make visible the subjectifying effects.   
 
Contributions to postcolonial studies in management and organization 
The study also contributes to the rising body of postcolonial research that 
addresses the power dynamics brought about by emerging markets (McKenna 
2011; Jackson 2012) and thus also answers the calls to extend the study of 
Orientalism beyond the Middle East context (Özkazanç-Pan 2008). The primary 
contribution to discursive postcolonial management and organization studies is 
made through exploring the use of Orientalism discourse by organizational 
actors in a novel setting, namely by linking Orientalism to the strategy context 
and the Finno-Chinese setting. The existing empirical research has mostly 
explored MNC-subsidiary relations, whereas I demonstrate how the Orientalism 
discourse also has important power effects in the pre-relationship stage. 
Moreover, although examinations of postcolonial discourses have been 
conducted in different settings, this study supports the views of Heikkinen 
(2009) and McKenna (2011), who assert that postcolonial discourse is drawn on 
by organizational actors in settings that do not have actual colonial histories. 
However, my study adds to these empirical findings by addressing the linkages 
and effects that Orientalism mobilizes in the strategy discourse. The combining 
of Orientalism with the strategy discourse results in the reification of the ruler-
ruled hierarchy by sustaining beliefs about Western domination and the 
expertise of the Western managers/companies.  
Second, in contrast to the criticism of Said’s work, in this dissertation I 
showed how Saidean analysis, when combined with CDA framework, can also 
reveal the inverting of colonial binaries. Instead of the fixed structure between 
dominant West and the suppressed non-West, I illustrated how China could also 
be positioned in the leader position. 
To conclude, this study has incorporated two streams of management and 
organization studies, namely strategy discourse studies and postcolonial 
studies. The contributions of this study result from the linkages between 
strategy discourse studies and postcolonial theory. The study shows that the 
Orientalism discourse mobilizes a mutually enforcing relationship with the 
strategy discourse: When mobilized in the strategy discourse, the Orientalism 
discourse gives rise to structures of power and domination by sustaining the 
hegemonic, neo-liberal, and expert-centered notions surrounding strategy as 
well as by reifying the us/them opposition and leadership position of the West 
over the non-West. Incorporation of the ‘post’ traditions, i.e. the postcolonial 
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and poststructuralist-oriented theoretical positions, has thus resulted in this 
dissertation as a critique of modern Western thinking (Prasad 2005, 211): it 
shows the continuance and predominance of neocolonial and neo-liberal, 
rationalist, scientific thinking in the Western strategy discourse and in the 
context of West/non-West relations.  
 
 
5.2 MANAGERIAL AND SOCIAL IMPLICATIONS 
 
This study also has an important message for internationalizing Finnish 
companies. The detailed textual analysis pointed out the potentially undesirable 
effects of adopting the Orientalism discourse. Specifically, the assumptions 
embedded in the Orientalism discourse led to downplaying of business 
opportunities in China, underrating Chinese innovation capacity and 
establishing a sense of authority and expertise over the prospective Chinese 
partners. Therefore drawing on and reproducing the binary structure represents 
market opportunities within an advanced West/non-developed non-West frame 
which may not be conductive for establishing business relations in China. Such 
assumptions could, for example, impede the setting up and running of mutually 
beneficial R&D partnerships with Chinese companies. Therefore, through this 
research, I wish to encourage “consciousness-raising” (Burr 1995, 90) among 
Finnish companies. Making visible the positions established by the dominant 
discourses is the first step towards social change (Burr 1995, 152) as awareness of 
both the positive and potentially harmful effects of Orientalism can provide 
business practitioners with a more informed position for strategy-making from 
which they can assume alternative ways of conceptualizing strategy-making in 
emerging markets. 
One way of driving the change is turning upside down Western binaries and 
categories such as colonizer/colonized developed/developing and 
occidental/oriental (Lunga 2008, 194), which was evidenced in the analysis of the 
media texts. Instead of worrying about the potential barriers to collaboration, 
Finnish companies could consider what new ideas the Chinese partners could 
possibly bring to the relationship. This necessitates revising our thinking and 
conceding that knowledge may flow from East to West. The global business 
discourse likewise has the potential to challenge neocolonial assumptions 
through its opportunistic views of the market. Enforcing this discourse in 
strategy-making therefore has the power to produce more positive evaluations 
of business prospects.  
The findings from the CBP pointed out how the strategy-making regarding a 
remote and unknown market like China was framed by great uncertainty due to 
a lack of factual or first-hand information on the market. According to Suoninen 
(1999, 27), when beginning accounts, people often align themselves by drawing 
on the self-evident, generally accepted discourses, and therefore it is 
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understandable that in the absence of factual information about China the 
Orientalism discourse provides such a knowledge-base. The Orientalism 
discourse was drawn on because it provided a readily available knowledge base 
to cope with uncertainty under circumstances of limited information. It is 
therefore crucial that various governmental organizations that support the 
internationalization of Finnish businesses should recognize the need for 
information already in the early phases of exploring opportunities in new 
markets. The uncertainties and tendency to draw on us/them demarcations 
could be overcome by inviting speakers from companies that have successfully 
implemented business relations in China. The provision of training and 
seminars disseminating basic information about the market, legislation and so 
on would also help to resolve some of the uncertainties.  
Finally, this study also underscores the role of media in disseminating 
discourses. Media is increasingly cited as a source of management information 
(Mazza & Alvarez 2000; Priyadharshini 2003), and in order to support Finnish 
companies’ business in China, the business media could take a more active role 
in introducing discourses that construct a positive atmosphere around Chinese 
markets. This is particularly important as the Orientalism discourse may 
proliferate unrealistic ideas about Finnish companies’ position in relation to a 
global economic power such as China. This study shows how Orientalism 
enables an authority position that sustains the knowledge and leadership of the 
Finnish strategists and companies but which may hamper the construction of 
mutually lucrative business. Instead of reifying the neocolonial images and 
positions, the media could more actively foster new attitudes about business in 
China. 
 
 
5.3 REFLECTION AND WAYS FORWARD 
 
Finally I would like to reflect on my research findings and propose key areas for 
future research. As many of the ideas and suggestions for future research are 
based on my experiences of the limitations of this study, I will discuss the 
limitations and future research avenues in tandem.   
 
Geographic extension of the ideological critique of Western strategy 
discourses on the non-West 
This research illustrated how the postcolonial Orientalism discourse becomes a 
significant linguistic resource for Finnish strategists, with power effects that 
both enable and impede strategy conceptions. These findings underscore the 
need for critical strategy discourse research to dig deeper into the social 
discourses that frame strategy discourses (Vaara 2010). This study has shown 
how Orientalism has subjectifying effects as well as ideological implications 
when adopted in strategy-making. While it will be of great importance to 
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examine the broader discourses informing strategy discourse in different 
settings, based on the findings of my own research I concur with Greckhamer 
and Cilesiz (2012, 30) that it is crucial to address the ideological assumptions 
embedded within strategy discourses produced by the Western world.  
Clearly more work needs to be done and there is still much to examine in 
terms of the strategy discourse and postcolonial theory. The advanced West and 
the developing countries provides a meaningful setting for future research 
(Banerjee et al. 2009; Greckhamer & Cilesiz 2012, 30; Peltonen & Vaara 2012) but 
research on this topic could be extended to other contexts as well. Along the 
West/East axis, Russian markets provide an interesting avenue from a Finnish 
business perspective. It emerged in my data that the Finnish managers often 
drew parallels between the Chinese and Russian markets, thus extending the 
postcolonial analysis of strategy discourse to Russia would provide an 
interesting extension of this study. However, North/South business settings also 
provide novel opportunities to explore how other postcolonial discourses may 
frame these settings and possibly produce alternative power effects when 
combined with the strategy discourse. Future research should be able to draw 
some interesting linkages between strategy-making with respect to other 
emerging markets. It has been suggested that global economic power relations 
are experiencing a shift from “’West leads East’ to ‘West meets East’” (Chen & 
Miller 2010). This change is apparent, for example, in global innovation 
comparisons such as the Innovation Union Scoreboard 2011, which recognizes 
how Brazil, India, and especially China are catching up with the EU countries 
(European Union 2012). Moreover, the findings of this study complement earlier 
postcolonial analyses that have acknowledged that China and India may 
become active agents of change (see McKenna 2011). We may see some 
interesting discussion, for example, with respect to how the Tropicalization 
discourse is related to the South American markets. I would thus also encourage 
research on the variety of postcolonial discourses and the reproduction of 
colonial relationships in their various forms. Future research could explore the 
different postcolonial relations, e.g. on the North-South axis, which may be 
framed by different kinds of postcolonial discourses. 
 
Negotiating in-depth access to strategic decision-making – from both 
sides 
My second notion regards some methodological reflections on how to further 
the study of societal discourses at work in terms of strategy-making. My study 
entailed limitations regarding access to the strategy-making of the individual 
companies. My case study provided insight mainly into the strategy-making 
taking place within the CBP organization, while the individual companies’ 
strategy-making was captured through interviews with managers at the 
beginning of planning operations, some follow-up discussions, and observations 
from CBP gatherings. However, I did not have extensive access to decisions 
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made within the respective companies, or to details on their actual business in 
China.  
The access limitations were due to various reasons. First of all, I considered 
that requesting additional interviews seemed unnecessary as the follow-up 
discussions already revealed that for some of the companies there was no 
significant progress. Access to ongoing Finno-Chinese negotiations in some 
companies was in turn problematic because of confidentiality issues. Further, I 
feel that the strength of the study is that the postcolonial theory is taken not as 
an a priori model, but as something emerging from the data. Therefore, it might 
have been difficult to request new interviews without imposing Orientalism on 
them.   
Because of the data limitations, my work has not been able to trace the path 
from the strategy language to particular strategic actions, nor to strategic 
decisions or their emulation over time in the companies (cf. Vaara & Monin 
2010). However, I find this a particularly interesting question, and future 
research would thus benefit from longitudinal, ethnographic studies on intra-
organizational strategy-making processes. A more detailed view could be 
acquired, for example, by observing strategy meetings where new market 
actions and engagement are discussed.  
However, in this study I had access to various data that allowed me to 
capture strategy-making both in formal and informal settings. The study 
addressed how, in particular, the inclusion of informal strategy texts is critical 
for elucidating the societal discourses in play. The discovery that Orientalism 
was only visible in informal strategy texts points out how informal texts can 
play a key role in the construction of strategy-related power effects. Contrary to 
much of the literature on strategy discourse which emphasizes discursive events 
developed in the course of formal strategy processes, such as organizational 
strategy renewals (Ezzamel & Willmott 2008), strategy documents (Eriksson & 
Lehtimäki 2001; Pälli et al. 2009) or strategy meetings (Pälli et al. 2009), I would 
like to stress the criticality of considering strategizing in other, more casual 
contexts. This research demonstrated the importance of including informal 
strategy texts, as these may be the sites where taken-for-granted notions are 
lived out, and, without careful attention, might even escape researchers’ notice. 
It is therefore through the formal and informal sites of strategy that we can 
access the multiplicity of societal discourses related to strategy-making.  
This study was also limited by its focus on Finnish strategy discourse. Due to 
access limitations, I had to focus on the Finnish side of the CBP, not having 
access to Chinese stakeholders’ views. At one point during my study, I 
considered selecting for close scrutiny a few Finnish participant companies 
which were more advanced in their China business, which might afford me 
access to both Finnish and Chinese parties. However, both time and access 
constraints hampered these plans. Given that many of the companies would be 
negotiating new R&D projects with their potential partners, involving, for 
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example, discussions on intellectual property rights, they were understandably 
hesitant about the effects that the presence of a researcher would have on the 
partnering process, especially from the Chinese party’s point of view.  
In future, we would need access to Chinese companies strategizing with 
respect to the West. Studies on the discourses of the non-Westerners are still 
marginal in postcolonial research on management and organization and this is 
where the inclusion of native researchers would help in overcoming access 
challenges (Imas & Weston 2011). Examining the views of the ‘Other’ is be 
valuable in possibly bringing alternative ways of organizing into the Western, 
neoliberal managerialist discourse (see Imas & Weston 2011). Gathering media 
data from Chinese business magazines would provide a relatively easy modus 
for examining strategy at the societal level, as was the case in terms of the 
Finnish media writings in this study.  
Chinese strategy-making as to Finland represents a timely issue from the 
perspective of Finnish strategy scholars. So far, Chinese investments in Finland 
are small, but they are expected to increase (Confederation of Finnish Industries 
2013). This gives reason to believe that there is potential to examine neocolonial 
relations from the perspective of Sino-Finnish management. For example, this 
provides a potential avenue for future studies to explore how roles and 
identities are negotiated in Finnish or Western companies that end up under 
Chinese management. Could Chinese history and Confucian ideas provide 
sources for new styles of management? How will these be transferred to the 
Chinese subsidiaries, and what kinds of third spaces will this create for the 
Chinese parties and the Western companies? Moreover, R&D partnerships 
provide an interesting setting for postcolonial analysis. What kinds of hybrid 
science arise when East and West meet? These are some of the questions that 
critical international management scholars could address beyond the strategy-
making aspect.  
 
Problematizing the use of Said’s Orientalism 
One of the main challenges in terms of the postcolonial analysis in this work 
concerned the use of Said’s Orientalism. Said’s work has mostly been criticized 
for homogenizing representations of identities and omitting possibilities for 
resistance (Frenkel & Shenhav 2006; Young 2001). Hence it needs to be 
acknowledged that when using Said’s Orientalism as the basis for analysis, the 
work is inevitably to some extent bound by binary thinking. In this study this 
notion was actualized when assuming a West/non-West opposition as the 
starting point for the study and using the colonial categories in the analysis. On 
the other hand, this choice was justifiable given the explanatory power that this 
discourse has with respect to the empirical data, which was clearly marked by 
colonial vocabulary and dichotomies such as ‘developed/developing.’ The 
traditional Orientalist binary ontology therefore framed the Finnish strategy 
discourse.  
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However, I could have been more rigorous and achieved a more nuanced 
understanding of how the Orientalism discourse was mobilized in this specific 
context. For example, using rather generic labels such as Finno-Chinese relations 
and Finno-Chinese business discourse in the meso-level analysis of the CBP case 
could have been elaborated even further.  
I have done my best to avoid the reproduction of colonial binaries by 
analyzing how the macro-level discourses overlap and combine in ways that 
produce contradictory and multiple views of the Chinese markets. I was able to 
overcome some of the problems inherent in the binary epistemology embedded 
in the Saidean approach through CDA. This enabled me to unveil the 
‘interdiscursive hybridity’ constituted through the combination of strategy 
discourse, global business discourse and Orientalism discourse, together. 
‘Hybridization’ was understood in this study as the result of the concurrent 
articulation of different discourses (Thomas 2003, 795) and therefore this study 
contains some seeds of change. Therefore, even though the CDA framework 
somewhat compartmentalizes discourses, interdiscursive analysis at the micro-
level in particular enabled the elucidation of the intertwining of these 
discourses. This was evident from the analysis of how the dominant global 
business discourse intertwines with Orientalism and challenges neocolonial 
assumptions by bringing in elements of unpredictability, equality, and 
movement. The use of the term Orientalism could also be contested with the 
critical insight that work building on Said might reproduce some of the binary 
categories. I have used Orientalism in reference to Said’s work bearing the same 
name. As postcolonial critics in one sense aim at critical language awareness, it 
should be perhaps brought under discussion whether an alternative to the term 
Orientalism might be found in order to avoid reproducing the linguistic 
categories that demarcate the ‘Orientals’ from the ‘Occident.’ I have not 
encountered any such debate within postcolonial studies of organization and 
management with regards to the use of the terminology.  
I have also tried to be attentive to national images as well (i.e. the Finnishness 
and Chineseness in the data) in order to eschew the essentialist categories. 
Especially in my essay on media texts, I point out how the texts not only operate 
in the wide West/non-West categories but also speak of ‘Finland’ and ‘China,’ 
which is reminiscent of the ambivalence surrounding Orientalism. Moreover, 
while there are some studies that assert that Orientalism is globally shared (e.g. 
McKenna 2011, on North American business leaders’ use of Orientalism), cross-
case studies would provide interesting comparative data on how Western 
managers from different markets mobilize the postcolonial discourse in other 
markets. Such data could provide material for more rigorous analyses of the 
Orientalism discourse and help to shed light on the variety of ways in which 
Orientalism is constructed, rather than treating it as a monolithic and uniform 
discourse.  
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It needs to be conceded that this work was accomplished from the CDA 
perspective, using Saidean analysis, and thus represents one of many potential 
readings. The postcolonial approach in itself is also not the only way to 
understand and examine constructions of Otherness. The analysis of ‘othering’ 
hence does not necessarily require the use of postcolonial theory. It would have 
been possible to analyze the cultural collisions and confrontations by contrasting 
the data against more traditional categorizations of cultures, as I discussed in 
sub-chapter 3.2. Yet the reason for using postcolonial theory was that the 
discourse on the Chinese market in my material constituted not only cultural 
difference but also worked to sustain a system of Western domination which 
gave reason to believe that it was operating ideologically.  
There are also other postcolonial theories, and a commitment to other 
postcolonial frameworks would have produced different readings of the data. 
For example, other researchers (e.g. Frenkel & Shenhav 2006) have suggested 
that Orientalism and hybridity could be assessed in parallel, McKenna (2011) 
offering an example where the two are incorporated. At a certain point, I tried to 
incorporate some aspects from Homi Bhabha’s hybridity and cultural 
ambivalence into the analysis. However, I felt that incorporating Bhabha’s 
hybridity, which does not take a binary form, would be difficult to combine with 
my research setting. I felt that elucidating how the Orientalism discourse is 
reconstructed, and in some cases also reversed, would be sufficient for the 
purposes of my study. I was already committed to and had devoted much time 
to studying Fairclough’s framework and had conducted several rounds of 
analysis. One the other hand, the three-level investigation enabled me to 
provide a thorough analysis of how Orientalism informs the constitution of 
strategy. 
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Appendices 
APPENDIX 1. 
 
INTERVIEW QUESTIONS FOR CASE STUDY 
PRELMININARY INSIGHTS FROM CHINA BUSINESS PROJECT:  
Participants’ objectives, contemporary collaborative relations and experiences so far 
 
CHINA’S BUSINESS POTENTIAL AND COMPANY OBJECTIVES 
 
1. What was the motivation for your company to participate in this project? 
 Did your company have earlier contacts in China? If so, what kind of contacts? 
 Has your company considered and mapped China as a potential market area? 
 
2. What kinds of expectations do you have regarding China? 
 How strong do you consider the business potential in China from the 
perspective of your company? 
 Do you believe that you have possibilities to find business opportunities in 
China? 
 
3. Can you elaborate on these business opportunity expectations, e.g.  
 Enlarging own product portfolio with Chinese products (e.g. in-licensing) 
 Selling products in Chinese markets 
 Research and development collaboration 
 Selling professional services to Chinese companies 
4. What would you like to focus on in China business? 
5. Have you formulated a specific focus area in which you would like to conduct R&D 
collaboration? 
6. Have you identified or experienced any problems regarding the Chinese markets 
and starting collaboration? 
 Do you have concrete examples of such problems? 
 
HOW YOU PERCEIVE THE ROLE OF THIS PROJECT IN ATTAINING BUSINESS 
OBJECTIVES IN CHINA 
 
7. What are the concrete benefits that you expect from this project? 
8. What kinds of services and support do you consider important and wish to gain? 
 Contacting customers (What kinds of customers? How?) 
 Contacting partners (What kinds of partners? How?) 
 Consulting services 
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 Market reports 
 Improving international business knowhow, in particular with regard to the 
peculiar characteristics of the Chinese markets (e.g. seminars) 
 Increasing collaboration amongst the Finnish companies, sharing experiences 
and learning from one another (e.g. seminars and workshops) 
 Detailed information on the specific industry  
 Something else, what? 
9. Until now, has the project been helpful in securing China contacts? 
 Have you made contacts with potential customers or partners? 
 Have you heard of potential partners whom you still haven’t contacted? 
 If you have contacts, what kind of collaboration do you have and at what stage? 
10. Comments on your current experiences and thoughts on the project’s 
development 
 Has the project met your expectations? 
 Are there some events or functions that you have felt particularly useful? 
 Do you have some suggestions about how to improve the project? (e.g. a specific 
need for a support service) 
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OVERTURNING OF COLONIAL POSITIONS? FINNISH 
MEDIA DISCOURSE ON INNOVATION COMPETITION 
FROM CHINA 
 
Marke Kivijärvi 
 
Unpublished manuscript 
 
 
 
ABSTRACT 
 
The paper adopts Critical Discourse Analysis to examine how the Orientalism 
discourse is drawn on in the strategy discourse by the Finnish business press to 
describe China’s entry to global knowledge-based competition. The findings 
show that media constructs the strategic positioning of Finnish and Chinese 
industries by operating with the colonial binaries through a threat/counter-
threat mechanism. The media envisions that China may regain its historical 
position as global top innovator and describes China by the colonial binaries 
traditionally used to characterize the West. In effect, China is portrayed as 
posing an imperial threat to Finnish innovation-based business and knowledge 
work. However, the media offers two responses to the threat. Firstly, the 
Orientalism discourse is reconstructed with the effect of undermining Chinese 
innovation capacity and ability to pose a real threat. This maintains the idea that 
the relative upper hand of the Finnish innovation system will be self-evidently 
upheld. Secondly, the media acknowledges that Finnish companies should not 
lull into believing that they are in the leader position. Instead, the media foresees 
that maintaining the leading position will necessitate a rethinking of business 
strategies and increased collaboration with the Chinese. The findings show that 
the traditional assumptions of Western hegemony of the Orientalism discourse 
can be resisted by overturning the colonial binaries. The two discursive 
responses, however, aim to perpetuate the wider global hierarchy. The paper 
contributes to postcolonial studies in management and organization by 
illustrating the discursive mechanism that produces the strategic positioning of 
industries from advanced West and emerging markets.  
  
 
Keywords: China, Critical Discourse Analysis, innovation, media, Orientalism, 
postcolonialism, strategy discourse 
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INTRODUCTION 
 
This paper is intended to study how Finnish business press constructs the 
strategic positioning of Finnish and Chinese industries in terms of innovation 
competition. Ever since the turn of the millennium China has been a subject of 
public debate mostly due to the negative influences of the ‘China phenomenon’ 
that led to the escape of work to developing countries. However, this has been 
complemented by innovation competition (Aiginger, Okko & Ylä-Anttila 2009, 
129) and the Finnish media texts studied in this paper deal extensively with the 
question of where the rise of China will possibly leave Finnish companies. The 
media’s texts on “resources, capabilities, markets, threats, futures” with 
reference to China constitute what Clegg, Carter and Kornberger (2004, 26) cite 
as the lingua franca of strategy. Accordingly the paper takes the view that 
strategic ideas are constituted in the media (Clark 2004; Jarzabkowski & Spee 
2009) and gives insight on the construction of strategic futures of the Finnish 
knowledge economy in the turmoil caused by new rivals from Asia. 
The Finno-Chinese context provides a timely and also particularly intriguing 
setting for such analysis. Finland has been ranked among the four top 
innovation leaders in Europe by the Innovation Union Scoreboard 2011 
(European Union 2012) and fifth in the latest Global Innovation Index (Dutta 
2011). However, concerns have been raised that this position as an innovation 
leader might be threatened (Rikama 2012). New competition from the emerging 
markets, such as China and India, undermines the existing comparative 
advantages and competitiveness of Finland and other developed markets 
(Aiginger et al. 2009, 115). China, in particular, is striving for indigenous 
innovation (BusinessEurope 2011) and aims to become a world leader in science 
and technology by 2050 (Cao, Suttmeier & Simon 2006, 38). When comparing 
EU27 to its global competition it appears that EU countries have been widening 
their lead over Canada, South-Africa and Russia, whereas the lead over Brazil, 
India and especially China has been decreasing, with China catching up on most 
indicators (e.g. tertiary education, PCT patents) (European Union 2012).  
This paper interprets the global power shifts through postcolonial theory. In 
this paper I am interested specifically in how the postcolonial Orientalism 
discourse (Said 1978/2003) informs the construction of the relations and strategic 
positions of Finland and China in terms of knowledge-based competition and 
innovation activity. Postcolonial studies in management and organization show 
that the imprint of the colonial legacy frames contemporary economic and 
business relations between West and non-West (Frenkel 2008; Jack & Westwood 
2006; Prasad 2003, 13). For Finland, the Westernizing discourse has provided a 
means of creating a “Global Finland” and identifying oneself with the 
technologically advanced nations of the West (Antonsich 2005, 292). While 
colonial thinking takes Western modernity for granted and assumes that all 
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markets will eventually follow its ‘standard’ development trajectory (Young 
2001, 54; Jackson 2012), recent postcolonial studies have suggested that 
emerging markets can challenge Western hegemony (Jackson 2012; McKenna 
2011). Neocolonial representations of emerging markets have previously been 
addressed in the Swedish and U.S. business media (Bergquist & Mörck 1999; 
Priyadharshini 2003) and North American business leaders’ discourse (McKenna 
2011). McKenna (2011) illustrated how North American business leaders’ 
neocolonial discourse on China and India depicts these markets as a threat 
because of their economic development and cheap labor. Moreover, his study 
suggests an opportunity for China and India to negotiate new rules for global 
competition, and so to resist American hegemony.  
For scholars engaging with postcolonial theory it is important to examine 
how the dominant forms of power are produced but also how these may be 
changed, and what the potential sources of Western resistance and opposition to 
Orientalism might be (Prasad 2003, 13). As discussed above, postcolonial 
analyses currently address the changes in global power relations, in particular 
between the advanced West and emerging markets. In the paper I adopt Critical 
Discourse Analysis (Fairclough 1992; 1995a) to discover how the ideas of 
Western dominance held by the Orientalism discourse are reproduced and 
resisted in the media texts As Critical Discourse Analysis focuses on ideological 
struggles (Weiss & Wodak 2003, 15), it allows me to examine “the role of discourse 
in the (re)production and challenge of dominance” (van Dijk 2001, 300, italics in 
original).  
The data of the study comprises articles on China gathered from a Finnish 
daily newspaper and a weekly business magazine with national coverage. 
Drawing on Critical Discourse Analysis (CDA) (Fairclough 1992; 1995a), which 
is primarily concerned with how power and ideology are expressed in language 
use, I examine how the ideologically operating Orientalism discourse is 
constituted in the media. In the analysis, I will examine what kinds of positions 
are offered to Finland (West) and China (non-West/East). This is achieved 
through a detailed linguistic analysis of the metaphorical expressions and other 
rhetorical and linguistic features of the texts (Fairclough 1992; van Dijk 2001). 
The paper complements earlier analyses of global power dynamics in 
economy (see e.g. Bergquist & Mörck 1999; McKenna 2011) by explicating the 
discursive mechanisms surrounding the use of the Orientalism discourse to 
construct knowledge-based competition. The findings show that media relies on 
a discursive threat/counter-threat mechanism to describe innovation 
competition from China. Firstly, China is portrayed as posing a threat to the 
sustainability of Finnish knowledge work and competitive advantage in 
innovation. The threat builds upon the notion of China becoming an imperial 
power with the potential to regain its position among global top innovators. The 
threat envisions an overturning of traditional colonial positions. Two counter-
threat mechanisms are used in the texts. Firstly, the texts reproduce the taken-
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for-granted “flexible positional superiority” within the Orientalism discourse, 
“which puts the Westerner in a whole series of possible relationships with the 
Orient without ever losing him the relative upper hand” (Said 2003, 7, italics in 
original). The colonial binaries are used in ways that mitigate Chinese capacity 
for true rivalry. Secondly, the texts portray the strengthening of China’s position 
in global innovation scenery as an inevitable state of affairs. Accordingly, 
acceptance of China’s new role becomes a necessity for Finnish businesses and 
their coping is suggested to rely on new types of collaborative relations with the 
Chinese and their ability to transform new, global, business strategies.  
The rest of the paper is organized as follows. First I discuss how Finland and 
China are interlinked in terms of global innovation and what this means in 
terms of global power relations. I then outline how the postcolonial lens can be 
applied to analyze the changes in the global status quo. Next follows a brief 
description of the data and the method of analysis. In the results section I show 
through extracts selected from the media how the threat/counter-threat 
mechanism is produced. Finally, I discuss the findings and conclude the paper 
by addressing areas for further research. 
 
FINLAND AND CHINA IN THE GLOBAL INNOVATION 
NETWORK 
 
For the past three decades, Finland has moved from being an investment-driven 
country towards becoming an innovation-driven and knowledge-based 
economy (Aiginger et al. 2009, 106). The Finnish national innovation system has 
been acknowledged for sustaining a large-scale system of innovation that 
supports innovation activities through governmental stewardship and close 
linkages to the higher education system (Kao 2009). Today Finland has been 
named among innovation leaders in EU27 comparison (European Union 2012). 
Finland also ranked fifth in the latest Global Innovation Index conducted by 
INSEAD (Dutta 2011), which points out that the Finnish innovation system 
meets global competition.  
As for China, the country has recently taken a serious interest in enhancing 
its technological development and innovation. In 2006 the Chinese government 
announced a 15-year plan aimed at transforming China from low-cost world 
factory into an innovation-oriented society by 2020, and into a world leader in 
science and technology by 2050 (Cao et al. 2006, 38). This is supported by the 
shorter term, 12th Five-Year Plan for National Economic and Social 
Development (2011-2015), where the development of indigenous innovation is 
one of the focal areas (BusinessEurope, 2011).  
The global economic center has already started to shift to Asia, and to China, 
in particular. China’s economic strength has grown steadily and the forecast is 
that China will become the world’s largest economy by 2020 (Hawksworth 
2010). Moreover, it seems that China is rapidly advancing in its innovation level: 
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The 2011 Global Innovation Index reveals how China has dramatically 
improved its ranking in just one year (rank 43 in 2010 to 29 in 2011). Besides 
indigenous innovation, China continues to seek technology transfer from the 
developed world with Chinese future investments in the EU and in other 
developing countries being motivated by the preferential investment policies of 
the host countries (38%), saturated domestic markets (31%) and the acquisition 
of advanced technology and management experience (23%) (China Council for 
the Promotion of International Trade, 2010). Altogether, China’s changing and 
strengthening role in world economy is likely to pose challenges for global 
structures of power between China and industrialized nations. China and India 
have already entered the competition with their high-technology products in the 
same fields as Western companies (Aiginger et al. 2009, 129) and postcolonial 
studies can shed significant light on the changes occasioned by globalization 
(Prasad 2003, 33). 
The China question is interesting from the Finnish perspective for various 
reasons. The limited potential of small domestic markets compels Finnish 
companies to go global and emerging markets, including China, have 
increasingly become a viable option. China is Finland’s fourth largest trade 
partner and currently about 300 Finnish companies have operations in the 
market (Confederation of Finnish Industries 2013). While China has traditionally 
been associated with the search for cost savings, the new trend appears to be 
that China and India attract European companies as destinations for R&D 
functions (Alajääskö, Boegh Nielsen, Rikama & Sisto 2011). In fact, China is the 
most common destination for Finnish companies sourcing engineering functions 
abroad (Alajääskö et al. 2011) and it is recognized that China’s potential is 
shifting from subcontracting into R&D collaboration (Järviaho, Lukkarila & 
Turunen 2008; Mikkola & Pirttimäki 2007). Finnish companies employ 
approximately 3600-3800 people in R&D in China but 80 percent of this is 
accounted for by two large firms (Ali-Yrkkö & Tahvanainen 2009, 64). From the 
perspective of power relations, the question of how knowledge economies are to 
sustain their leverage against the rising competition is particularly interesting. 
This paper specifically explores how the postcolonial Orientalism discourse is 
drawn on to conceptualize West/non-West relations, and innovation 
competition from China in the Finnish media. 
 
A POSTCOLONIAL LENS TO SCRUTINIZE GLOBAL 
ECONOMIC POWER DYNAMICS 
 
This paper joins the postcolonial studies in management and organization that 
have evolved as a critique of the Western hegemony in management practices 
and discourses (e.g. Frenkel 2008; Jack & Westwood 2006; Prasad 2003; 
Özkazanç-Pan 2008) and the overall Western control of the global economy (e.g. 
Banerjee, Chio & Mir 2009; Frenkel & Shenhav 2006). Contemporary 
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postcolonial studies assume that we are living an era of neocolonialism where 
the world colonial history continues to mold today’s power structures through 
political, economic, and cultural hegemony instead of the traditional expansion 
and territorial control (Banerjee et al. 2009, 8; Prasad 2003, 6; Young 2001, 5). 
Hence, postcolonial analysis does not necessitate a material history of traditional 
forms of colonization. In the light of this wider interpretation of postcolonialism 
Western companies’ utilization of Chinese resources through the offshoring of 
labor-intensive work represents new forms of colonization in the form of 
globalization (see Banerjee & Linstead 2001).  
This study sees postcolonialism as a way to “critically analyze the discourses 
of neocolonialism” (Prasad 2003, 8). The interest in discursive forms of 
constituting colonial power relations originates in Edward Said’s (2003, first 
published 1978) literary study on the representations of British and French rule 
over their respective colonies (mainly in Middle East). Said (1978/2003) 
articulated how Western dominance is produced through the Orientalism 
discourse, which is based on ‘othering’ and a hierarchical system of colonial 
binaries. In this binary system the West is typically characterized inter alia by 
civilization, rationality, normality, and progress in contrast to the Other’s 
backwardness, irrationality, and difference (Said 1978/2003, see Prasad 1997 for 
a summary of colonial binaries). Because of the ideological nature of Orientalism 
Western representations of and discussions on the non-West are naturally and 
inevitably furnished by the Orientalism discourse (Prasad 2003, 12-13). The 
Orientalism discourse embodies particular ways of knowing and representing 
the Other, which relegate the non-West to a subordinate position and legitimize 
Western control and dominance (Said 1978/2003; Priyadharshini 2003, 172-175).  
A good number of studies in management and organization have examined 
representational practices in discourse. It has been argued that the Western 
academic discourse and scholarly practice of international management have a 
biased interest in producing knowledge for the benefit of the Western world 
(Westwood 2006). This is evident in the homogenous and essentialist 
representations of culture intended to provide international (Western) managers 
with a toolbox with which to manage the locals in different cultures (Fougère & 
Moulettes 2009). Neocolonial representations have also been addressed in media 
discourse (e.g. Prasad 1997; Priyadharshini 2003) and business leaders’ discourse 
(McKenna 2011). 
While Said’s (1978/2003) Orientalism is a seminal work of postcolonial theory 
it has been contested in terms of its binary ontology and limitations in 
addressing resistance to the Western hegemony (e.g. Bhabha 1994; Frenkel & 
Shenhav 2006; Young 2001). In contrast to Said, Homi Bhabha (1994) has 
suggested that identities are constituted in ‘in-between’ spaces that result in 
cultural hybridity. The Other’s attempts to mimic the colonizer are thus 
characterized by ambivalence. On the other hand, there have been calls to 
extend the study of Said’s Orientalism beyond the Middle East context in order 
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to address the multifarious forms of Western domination over the non-West 
(Özkazanç-Pan 2008). 
Bergquist and Mörck (1999) examined the reporting on Asia in a Swedish 
business magazine, finding that the rhetoric on China and Japan relied on 
cultural stereotyping of colonial origin. Moreover, they discovered that due to 
its sheer size China was portrayed as posing a potential threat to Swedish 
companies, creating both hopes and fears for the future. Building on Said and 
Bhabha, Priyadharshini (2003) explored how representations of the political and 
economic characteristics of the Indian economy are based on neocolonial 
representations. Examining texts from The Economist and Newsweek, she shows 
that the texts call for the Indian political and economic arrangement to mimic 
Western style and assume that ‘Others’ will develop toward Western political 
and economic regimes. She also pointed out how the metaphors attached to the 
Indian economy, such as calling it a ‘tiger’ economy, are contained by 
contradictions that on the other hand reckon the power of the economy but also 
describe it as threatening and uncivilized. McKenna’s (2011) work is yet another 
example that incorporates Said and Bhabha to examine the ambivalences 
regarding emerging markets. Examining the neocolonial discourse in North 
American business leaders’ talk on the economic development of China and 
India, he found that in addition to the colonial representations the leaders’ 
discourse also embodied ambivalence: on the one hand emerging markets were 
expected to follow the Western model for economic development while on the 
other hand it was recognized that they were able to negotiate own rules for the 
game. This ambivalence produced a threat of losing both cheap work as well as 
more ‘intelligent’ jobs to Asia, which, according to the business leaders, would 
necessitate the North American employees to transform their work values and 
behaviors in order to survive in the competition. Jackson (2012) also pointed out 
how the newly emerging South-South relations, such as China’s presence and 
involvement in Africa, constitute new kinds of power dynamics. Specifically, he 
hypothesizes that Africa-China partnerships may not only reproduce 
neocolonial power relations but also entail a potentiality for the reverse 
diffusion of learning from Africa to China and the hybridization of management 
knowledge.  
To conclude, earlier studies (Bergquist & Mörck 1999; McKenna 2011; 
Priyadharshini 2003) have shown that Western discourses are inscribed by 
neocolonial assumptions as they tend to represent emerging economies through 
the development discourse. Simultaneously, the non-West has been ascribed by 
metaphors of ‘threat’, which reflects the ambivalent nature their representation. 
These underscore the importance of addressing the hybridization processes 
involved in global encounters. Altogether, postcolonial research has recently 
moved towards unmasking the various hybridization processes involved in 
West/non-West encounters and resistance to Western hegemony (e.g. Jackson 
2012; McKenna 2011). 
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This study aims to examine in detail how the Orientalism discourse informs 
the representations of China in Finnish media texts, and capture the 
constitutions and resistance of Western hegemony through detailed textual 
analysis. It has been argued that a detailed linguistic analysis in the Critical 
Discourse Analysis (CDA) tradition provides opportunities to expose the 
“detailed mechanisms” and “subtle shifts” that produce change in discourse 
(Fairclough 1995b, 15). Applying CDA thus enables me to overcome some of the 
problems inherent in the binary epistemology embedded in the Saidean 
approach by addressing the counter-discursive elements and possible resistance 
to Orientalism. Global innovation provides an intriguing setting for such 
analysis.  
 
DATA AND METHOD 
 
The paper draws on the Finnish business press as a source of data. Media texts 
constitute relevant material for organization research as they are consumed by 
business and management communities and also are used to obtain information 
on new market environments (Priyadharshini 2003, 171). Media’s role as a 
channel for information is likely to be accentuated when it comes to both 
geographically and culturally distant markets such as China. Above all, the 
motivation for examining media texts is that they can be used to understand the 
national level discourses (Ahonen, Tienari & Vaara 2011, 92) and the 
constitution of strategic ideas (Clark 2004; Jarzabkowski & Spee 2009). Media 
analysis has also gained popularity among strategy discourse scholars and these 
studies have typically examined strategic change in terms of socially contested 
issues, such as organizational restructuring and their legitimation (e.g. Ahonen 
et al. 2011; Vaara, Tienari & Laurila 2006; Vaara & Tienari 2008). While some 
research has examined the circulation of neocolonial discourses in media 
(Bergqvist & Mörck 1999; Priyadharshini 2003), these have focused on the 
economic and political environment, whereas my study is interested in the 
strategic landscape in terms of global innovation competition. 
I collected the data from the Finnish newspaper Helsingin Sanomat and the 
business magazine Talouselämä, covering a 12-year period between 1999 and 
2010. I chose this timeframe in the belief that a lengthier period might provide 
data to trace potential change in media discourse. This covers a time when 
Finnish companies increasingly offshored production to low-cost markets, 
mostly China. In addition, China’s economic infrastructure has undergone 
market liberation since China’s accession to the WTO in 2001. The selection of 
these two sources was based on their diffusion and influence for business life in 
Finland: both have national coverage and can be considered to have a prominent 
role in the business and economy (B&E) forum in Finnish society. Helsingin 
Sanomat (HS) is the largest subscription-based daily newspaper in Finland, while 
Talouselämä is one of Finland’s leading financial weekly and economic journals. 
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For HS I concentrated on texts published in the newspaper’s Economy – section 
(in Finnish Talousosasto) in order to ensure that the articles selected deal with 
China from the perspective of B&E.  
I gathered the articles from web archives using China as a key search word. 
Talouselämä typically carries lengthier articles and in order to match HS articles 
with those, I included from HS only articles that exceeded 3000 characters. I 
manually reviewed the articles, and discarded articles for which China was not 
a significant issue or which were purely news items; very short news like 
reports would have been of little use for purposes of detailed discourse analysis. 
The material selected for analysis includes around 370 articles from HS and 160 
articles from Talouselämä. The article types range from lengthier news-like 
reports, such as reports on particular business deals or market prospects and 
recent developments in different industries, columns and commentaries by 
various experts, to book reviews. 
I first applied content analysis to the data and narrowed my focus down to 
items on China’s internationalization and Finnish companies’ business in China, 
leaving out texts on social topics or economic development in general. I 
discovered that the articles on China predominantly drew on the lingua franca 
of strategy when constructing the “resources, capabilities, markets, threats, 
futures” (Clegg et al. 2004, 26) for the Finnish knowledge economy. The texts 
also made use of colonial binaries in their representation of Finland and China. I 
chose to use Critical Discourse Analysis (Fairclough 1995a) because it offers a 
way to understand how power and ideology are produced in language use. 
CDA can hence be used to make visible the taken-for-granted ideas embedded 
in neocolonial ideology which are foregrounded in texts. 
CDA is characterized by a dual interest in both detailed textual /linguistic 
analysis as well examination of the macro-level discourses that structure our 
language use. I moved to a detailed textual analysis examining what kind of 
economic agency was assigned to China and how its relation to Finland and the 
West was constituted. I paid attention to the way social meanings arising from 
the Orientalism discourse are attached to the different categories of people in the 
texts and what kinds of wording, style, and rhetoric was used by the media (see 
Fairclough 1992, 231-238 and van Dijk 2001 for a complete list of analysis foci). It 
was typical that the article titles took strong command in positioning China and 
Finland in particular ways that were then supported by the main body of the 
text. Examination of the linguistic features of the texts and metaphorical 
expressions in particular revealed how the texts conveyed colonial binaries 
(such as active/passive) to position Finland (West) and China (non-West/East). 
On the other hand examination of the metaphorical expressions indicated a 
reverse use of binaries as China was also characterized by the binary images 
traditionally attached to the West. Accordingly, reading the media 
representations through colonial ideology helped to shed light on how the 
Orientalism discourse perpetuated “particular knowledge and beliefs, particular 
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‘positions’ for the types of social subject…. and particular relationships between 
categories of participants” (Fairclough 1995a, 94) in terms of the countries’ 
relative positions in the global value chain and the fluidity of these positions. 
Linguistic analysis is central in elucidating the changes in discourse (Fairclough 
1995a, 78). Conducting analysis in the CDA tradition provided opportunities to 
expose the “mechanisms” and “subtle shifts” that produced change in discourse 
(Fairclough, 1995b, 15). 
 
RESEARCH FINDINGS 
 
Through the detailed textual analysis I was able to trace a threat/counter-threat 
mechanism in connection to innovation competition from China. This is 
achieved through the ambivalent use of Orientalism. Firstly, the media 
discourse on China’s possible entry to innovation-based competition envisions a 
threat to Finnish and Western knowledge work and competitive advantage in 
innovation. Seen through the colonial lens, China is recognized as having the 
potential to reinstate itself in innovation and become the new imperial power 
that takes over the Western companies and their business. Here the media texts 
are “turning upside down Western binaries and categories such as 
colonizer/colonized developed/developing and occidental/oriental” (Lunga 
2008, 194) as China is centrally assigned to the colonial binary position 
traditionally occupied by the West (e.g. China becoming active, ruler, subject).  
Second, the paper illustrates how the media provides two alternative 
responses to cope with the threat and retain the relative upper hand of the 
Finnish innovation leadership. The first of these strategies draws on Othering, 
where popular stereotypes of Chinese business culture and practices (e.g. 
hierarchical management, piracy) and colonial binaries (e.g. a 
developed/developing divide between West and non-West) are used in ways 
that lead to downplaying Chinese innovation capacity, thereby mitigating the 
threat. It was no surprise that colonial binaries were used in this way, given that 
the essence of Orientalism discourse is “not simply to describe, but also to 
dominate and somehow defend against it” (Said 2003, 331). On the other hand, I 
also found how these texts initiated another response that acknowledged the 
inevitability of change and called for the Finnish companies to seek new ways to 
maintain their leader position, which necessitates changes in strategies and 
open, collaborative relations with the Chinese. The findings are illustrated in 
Figure 1 and the mechanism is next explained in detail using excerpts selected 
from the media.  
 
 
 
 
 
11 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 1: Discursive construction of the Finnish knowledge economy against competition 
from China 
 
 
 
 
 
Constitution of threat 
Resisting Western hegemony by overturning of colonial 
binary positions 
 Imperial movement from the East to the 
West 
 China portrayed as the active colonizer 
 Company buy-outs and reinstating 
historical innovation capacity keys to 
China regaining its leader position 
Responses to the threat aimed at sustaining the relative upper hand of 
the Finnish innovation system 
Constitution of response 1 
Reconstructing Western 
hegemony as a means to defend 
against the threat 
 Positioning China and Finland 
according to traditional binary 
positions mitigates Chinese 
innovation rivalry 
 Self-evidently assuming Finnish 
leadership in innovation 
Constitution of response 2 
Recognizing China’s power to 
change global innovation game  
 Finnish and other Western 
companies’ future success 
depends on their ability to 
reconsider their business models 
and foster collaborative relations 
with the Chinese 
 Reframing the threat: being 
excluded from the China business 
portrayed as the worst-case-
scenario
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The Threat: Colonial Positions Revisited 
The Finnish media portrays China as casting a threat over the Western 
industries. The threat is based upon the possible re-emergence of China as 
shown in the following excerpt: 
 
The Chinese make use of imported technology by copying everything they can from 
the gadgets. The old inventor nation has come up with fewer innovations of their own 
over the past years. However, research on space technology, for example, is of a high 
level in China.  
 
(…) 
 
When the Chinese again realize the importance of inventions, the situation can 
quickly be reversed: according to Finnish mothers, the teaching of mathematics, for 
example, is a lot more demanding in China than in Finland. 
 
“Soon everything imaginable can be manufactured in China. The country is full of 
young, hardworking labor force. Western countries will have to compromise their 
standard of living, which won’t be easy for them.” Kangas (the leader of China 
operations at Fortum) predicts.    
(Talouselämä 14.5.1999). 
 
While the text begins with the fairly general assumption that the Chinese mostly 
rely on others’ technologies, the metaphorical expression “old inventor nation” 
encompasses the idea that China may regain its position as world leading 
innovator. Indeed, in history (600-1000 C.E.) China was the world’s most 
technologically advanced society (Grasso, Corrin & Kort 2009, 21) and it has 
been the home of many inventions, such as printing and gunpowder. Referring 
to this history the text gives a warning for the future that China may outstrip 
Western competition. In the Orientalism discourse the Other has usually been 
characterized as ahistorical (see Prasad 1997, 291) and therefore mentioning the 
possibility of China reinstating its traditions reverses the colonial hierarchy. 
Contrary to the mimicry of the West (see e.g. Priydharshini 2003), this excerpt 
shows that China’s own history includes tools for success. 
Thereafter the text draws on exemplification as a means to convince the 
readers that the threat is real. At the end of the first paragraph the text refers to 
space technology as a concrete example of an area where China’s performance is 
already high class. The use of temporal expressions (“When”, “quickly”, 
“Soon”) suggests that it is only a matter of time before China rivals Western 
countries. The possibility of China entering global competition through own 
innovations is further enforced by referring to high standards of teaching and 
suggesting that Chinese education is more advanced. Finland has a good track 
record in global assessments of education, as it was ranked first in the OECD’s 
13 
  
 
PISA surveys on basic education and (OECD/PISA 2009) and in higher 
education and training (Sala-I-Martin, Blanke, Drzeniek Hanouz & Mia 2010). 
Providing free, higher education is a source of national pride in Finland, and 
therefore direct comparisons with Chinese education are likely to be effective 
rhetorical means.  
This representative article ends with the prediction that all manufacturing 
may in future take place in China, which inevitably means changes for the 
Western welfare societies. Here the adjectives “young” and “hardworking” 
applied to the Chinese labor force are similar to those found in North American 
business leaders’ discourse where China and India constitute a threat in terms of 
the ‘smart and cheap and hard working’ workers (McKenna 2011, 400). Kao 
(2009) has outlined that China will in future be a hub of ‘brute force innovation’, 
where innovative capacity builds among others on massive numbers of talented 
people. Here the text uses a similar logic in describing how being “full” of 
workers creates a competitive advantage for China.  
Throughout the time period from 1999 to 2010, the Finnish media texts noted 
that China was building up its technological expertise and gradually entering 
international competition in areas that had been predominantly occupied by the 
industrialized nations. The constitution of the threat is created by attaching new 
meanings to the well-known concept “China phenomenon”, which in its 
conventional meaning refers to Western corporations’ global sourcing and 
offshoring to cheap labor countries. The Finnish business press makes use of this 
concept by constituting a new kind of “China phenomenon”, as appears in the 
following excerpt: 
 
China dictates the rules of the game 
 
“The China phenomenon is accelerating”  
True 
First the China phenomenon simply meant that China manufactured cheap products 
for Western countries. Now China is producing everything you can think of. Jobs are 
running away from Finland and the increase in demand is clearly in China. This is the 
sequel of the China phenomenon.  
    (Talouselämä 5/2010). 
 
As Talouselämä declares in the title, China is now the one who “dictates the rules 
of the game”. With this metaphorical expression, the text turns upside down the 
ruler/ruled positions of the Orientalism discourse. With the “China 
phenomenon” metaphor media invokes the shared memory of shutdowns and 
outsourcing operations over the past years in Finland. Indeed, over the time 
period 2000-2005 the Finnish companies’ workforce abroad rose by 17 % with 
equivalent overall reductions in Finland (Lovio 2006).  
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This excerpt is from an article the recites ten beliefs about China and 
evaluates their veracity. Here the strengthening of a new type of China 
phenomenon is produced as a “True” state of reality. The expression 
“everything you can think of” suggests that in contrast to the traditional China 
phenomenon that mainly concerned plain factory work, China now has 
capabilities to challenge Western countries in every area imaginable. 
Henceforth, by talking about a “sequel” the text suggests that knowledge work 
is also under threat of being moved to more cost-effective locations. Currently, 
China is the most frequent destination when Finnish companies outsource their 
engineering functions abroad (Alajääskö et al. 2011). The role of emerging 
markets in the global innovation networks is also increasing as between 2004 
and 2007 83 percent of new R&D sites and 91 percent of the increase in R&D 
staff by global multinationals took place in China and India (Jaruzelski & Dehoff 
2008). Much like in the previous example, here, too, the media relies on temporal 
expressions (“accelerating”, “First”, “now”) to enforce the sense that the threat is 
reaching Finland. 
Besides the temporal devices media also uses exemplification as a rhetorical 
way to illustrate what the ‘sequel’ of the ‘China phenomenon’ could mean in 
practice and to construct the threat. This is illustrated in the following excerpt 
recalling the occasion of the Swedish car brand Volvo ending up first under 
American ownership and then being sold to the Chinese:  
 
Volvo goes first and we will be next 
 
(…) 
Who has the money and risk-taking ability, in the midst of this depression, to buy a 
car manufacturer?  Who is hungry, ambitious and bold enough? 
 
The answer can be found in China. On Sunday the Chinese company Geely agreed to 
purchase the Volvo car unit from Ford.  
 (…) 
Every game, however, must have its loser. In this game it could be the economy of the 
Nordic countries. Volvo was in the hands of the Americans, but what will happen 
once the Chinese start buying Finnish or Swedish public companies? Will something 
along the lines of Huawei-Nokia-Siemens emerge?  
 
Soon we will be the white collar labor force of the People’s Republic of China. The 
owner will dictate the rules and that owner will be Chinese.  
(Talouselämä, 29.3.2010) 
 
The predictive nature of the title (“First…next”) suggests, that the Finns are 
about to experience the same fate as the Swedes. The first paragraph constructs a 
storyline through rhetorical questions. Using these, the media applauds China 
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for its hunger for global conquest. The text reverses the colonial binaries of 
active/passive (Said 1978/2003, see also Prasad 1997) as the adjectives (“hungry”, 
“ambitious”, “bold”) now position China as the active subject while 
representing the Nordic companies as passive objects and subordinates to China 
(framing them as “losers”).  
The Volvo case is a particularly powerful example of bringing the threat 
closer to Finnish readers. It embodies the idea that something happening in our 
neighboring country is just as likely to happen to us. The threat is further 
enforced when the fate of the Swedish brand Volvo is paralleled to the Finnish 
pride and international flagship Nokia (predicting the birth of “Huawei-Nokia-
Siemens”). While traditionally it has been the Western MNCs that have 
exercised imperial power over the rest of the world (Frenkel 2008; Mir, Banerjee 
& Mir 2008), the possibility of Nordic companies ending up under Chinese 
management (becoming their “white collar labor force”), reverses the situation. 
The Chinese government is also encouraging the internationalization of Chinese 
companies and the rising domestic labor costs are already pushing Chinese 
enterprises to invest in developing countries (China Council for the Promotion 
of International Trade, 2010). Currently, Chinese investments are mostly 
directed to Asia (49%) but Europe (33%) and North America (28,4%) have also 
attracted relatively high shares of investments. In the article, the direction of 
development is factualized and framed as inevitable by asserting how “that 
owner will be Chinese”. Further, we see how the ruler/ruled relation is reversed 
by presenting Chinese owners as the ones who “dictate the rules”, which 
metaphorically acknowledges China becoming a new imperial power in global 
economy. 
  
Responding to the threat 
 
Response 1: Defending through colonial binaries 
 
Media texts also deal extensively with the question where the rise of China will 
possibly leave Finnish companies. The threat envisions how Finnish economy 
and companies may end up losers and subordinates to China in the new 
competitive situation. The Orientalism discourse, however, provides resources 
to defend against the threat of losing Finnish knowledge-based work and 
competitive advantage in innovations. Contrary to the threat suggesting a 
reversal of the traditional colonial power positions, the conventional colonial 
binaries are reconstructed here in order to provide an escape from the threat. 
Using the discourse in this way is natural as “Orientalism depends for its 
strategy on this flexible positional superiority, which puts the Westerner in a 
whole series of possible relationships with the Orient without ever losing him 
the relative upper hand” (Said 2003, 7).  
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Firstly, the sense of security is achieved by comparing and evaluating the 
Finnish and Chinese organizational and management practices. For example, a 
Talouselämä columnist by the name of Jyrki Alkio describes the possibility of 
Chinese company buyouts in Finland in the following manner: 
 
The Chinese owners dictate the rules 
 
“The enduring economic growth has made China into an economic power, with 
whom the companies in every country want to do business” 
(…) 
While futile prejudices should not be promoted, the facts must be recognized. The 
Chinese owner values experts with special skills, but plain Finnish factory work will 
quickly move to China.  
 
Chinese organizational culture also differs from what we are used to in Finland. 
Chinese companies are very hierarchical and decision-making is often far from 
transparent.  
 
Working under Chinese command might feel dreary. If the buyers of Finnish 
companies want to hold onto the experts, they would be wise to learn from the best 
aspects of Finnish leadership culture.  
(Talouselämä 25/2009). 
 
The title again includes the popular metaphorical expression “dictate the rules” 
that positions Chinese owners as the rulers. In the second paragraph the text 
acknowledges that losing “plain” work is inevitable as this line of development 
is framed as “facts” that need to be “recognized”. However, the text uses general 
stereotypes of Chinese business culture (hierarchies and lack of transparency) to 
construct a situation in which the survival of Chinese companies is dependent 
on Finnish expertise. The text includes an indirect comparison of the Finnish 
management with the hierarchical and opaque management of the Chinese 
companies. Suggesting that the Chinese should “learn” from “Finnish 
leadership culture”, the text reproduces Eurocentric notions by embracing the 
Finnish management practices in preference to those of the Chinese (Prasad 
2005, 270-271). Postcolonial research on MNCs has indicated how knowledge 
transfer flows from the Western MNC to the local subsidiary (Mir et al. 2008) 
and here the media resists the offered position of coming under Chinese 
management by maintaining this taken-for-granted direction of knowledge 
transfer. In other words, the media sustains the self-evident assumption that the 
non-West is in need of knowledge flows from the West.  
The Orientalism discourse is also drawn on to portray innovation activity in 
China in ways that downplay China’s ability to rival Western companies. This is 
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illustrated by the following excerpt from a book review of a book titled 
‘Innovation with Chinese Characteristics’:  
 
China innovates lazily 
Whoever believes that China, with its army of researchers, will come up with enough 
innovations to satisfy the whole world is mistaken. 
(…) 
A book, edited by Linda Jakobson, reveals that this is not the case. (…) 
Few people know that:  
- The level of teaching in Chinese schools is variable at best, but weak for the most 
part.  
- Bureaucratic surveillance is heavy. 
- (…) 
Jakobson states that the Chinese will not be able to create a fully-functioning 
innovation system in the next 15 years. And why not? Because China is China. The 
Chinese culture and Confucian traditions do not make for the best environment for 
fostering innovation.  
(…) 
(Talouselämä 31/2007). 
 
The title makes an authoritative statement of China’s innovation activity, where 
we see how the journalist’s interpretation of the book under review is that China 
is not to be considered innovative. The adjective “lazily” produces a contrasting 
image to adjectives such as “active” and “hungry” used to describe China when 
constituting a threat. The text relies here on factualization as a rhetorical means 
to construct a message that China is not to be considered a serious rival in 
innovation. For example, the phrases “is mistaken”, “this is not the case” and 
“few people know that” imply that the text is now going to correct erroneous 
assumptions and provide the readers with the truth about things. The first 
phrase is an example of a much used rhetorical ploy in the media: the media 
acknowledges that China has an “army of researchers” but then this advantage 
is belittled by downplaying the quality of this “army”. Moreover, questioning 
the level of teaching provides counter-arguments to the previously presented 
ideas that Chinese education could outperform Finnish education in terms of 
mathematical skills.  
The text relies on Orientalist assumptions with stereotypical notions of 
bureaucracy and tradition providing a means to challenge Chinese innovation 
competitiveness. Referring to the “next 15 years” as the timeframe that China 
needs to build its innovation system depicts China as incomplete and very 
slowly catching up, thereby reproducing the idea that others are following the 
Western path of development. Besides drawing on trite assumptions (“China is 
China”), the text offers “Chinese culture and Confucian traditions” as 
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explanations for the slow adaptation. Altogether, China is framed as backward 
and incomplete (for similar findings see McKenna 2011). 
The final example text is from an article entitled “Experts we have, but we 
lack people with new insights”: 
 
(…) 
When it comes to information work, the consistent quality of university graduates is a 
problem. The education system does not encourage students to think creatively and 
question things. From a purely technical viewpoint little difference can be seen 
between a Finnish and a Chinese university graduate. A redeeming characteristic for 
Finnish information workers might, however, be their broader experience of life and 
wide expertise.  
(…) 
(Talouselämä 6.2.2004) 
  
The main title of the article acknowledges that China has the power of the 
masses but then downplays their capacity for innovative thinking. The rest of 
the text draws on a typical representation in Orientalism discourse by implying 
that the “consistent quality” of the students is a challenge to Chinese innovation 
whereas Finnish knowledge-workers are claimed to be saved by their “broader 
experience of life and wide expertise”. These assumptions reconstruct the 
colonial binaries portraying the West as ‘complete’ and the Other ‘in lack of’ 
(Said 1978/2003; see also Prasad 1997). Talking about “redeeming characteristic” 
is a way to provide a solution and response to the threat. The stereotype of 
hierarchical organization structure is reproduced in order to explain why the 
Chinese organizational environments are not conducive to innovativeness. 
Chinese education is also contrasted to Finnish education, and a difference is 
sought in these systems’ abilities to produce innovative students. Similar 
notions have been presented in a report on Finnish companies’ experiences of 
R&D in China, where ‘organizational hierarchies’ and ‘lack of initiative’ are seen 
as barriers to innovation (Ali-Yrkkö & Tahvanainen 2009, 71). All in all, the 
media presents China under the Western development and modernization 
discourse, and sees it in need of transformation and learning from the West 
(Frenkel 2008; Jackson 2012).  
 
Response 2: Recognizing necessity of change 
 
The second response relies on slightly different rhetoric on how to react to the 
competition from China. Whereas the first response relied on the self-sustaining 
notions that the West will forever maintain its lead over the rest of the world, 
the second response calls for more active participation on the part of Western 
companies in order to sustain the ‘relative upper hand’. This is illustrated by the 
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quote from the Talouselämä article, where Sean Maloney, manager at the IT 
company Intel voices some of his ideas on the matter: 
 
If all innovations spring from Asia, the Western world is on thin ice. Europe and the 
US have to hold on to their ability to foster new innovations if they want to manage in 
the race. “If there’s one country in Europe that has realized this, it is Finland” he says 
(Talouselämä, 13 October 2003). 
 
The metaphor “on thin ice” suggests a threat imposed by the innovation 
competition from Asia and this is further intensified through the game 
metaphor “race”. It has been recognized how new rivalry challenges the existing 
comparative advantages and competitiveness of countries (Aiginger et al. 2009, 
115) and here the text suggests that a more active approach is needed in the 
West in order to “hold on to” the leading edge in innovation.  Here the media 
employs the West/non-West opposition by talking about “the Western world”. 
Finland is positioned here as a special European country that has potential to 
survive. Such nationalist sentiments are often invoked in the media when 
discussing globalization related changes (Ahonen et al. 2011; Tienari, Vaara & 
Björkman 2003).  
What is typical in this second response that it mostly brings in ideas from 
company managers and consultants upon the strategic future and choices that 
Finnish companies should make in order to respond to the rivalry and cope with 
the threat. For example, Ole Johansson, the managing director of a power 
solutions provider company Wärtsilä states as follows: 
 
“If we look for the new China syndrome, then what it means is presence in China, 
sales and maintenance in the market. It is possible to maintain research and 
development in Europe also in the future, but application and collaboration with the 
Chinese will be the central question” (Talouselämä, 5/2010).  
 
In the text Johansson constructs a response to the threat by explaining to the 
audience “what it means” to be faced with the “new China syndrome”. He 
suggests that Europe-based R&D can still be sustained but foresees that it will 
necessitate a change in the European companies’ thinking and actions. 
Specifically, it will require acceptance of the need to be “present” in the market 
and seek new kinds of collaborative relations with the Chinese. Some of the 
existing strategies by Finnish companies can be seen to comply with this, as 
according to Ali-Yrkkö and Tahvanainen (2009) the Finnish companies’ R&D 
functions in China are mostly focusing on the support of local production and 
local and also global product conceptualization, while the Finnish-based R&D 
units still take responsibility for the long-term technology development.  
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The second response also provides solutions to the fear of imperial actions 
from China:  
 
The world hungers for Finland’s metals 
 
The Chinese are making their way North 
(…) 
The basic analysis for the strategy work was done by the Swedish research company 
Raw Materials Group. One of the company’s founders, Magnus Ericsson, claims that 
it is just a question of time when the Chinese will start investing in Nordic mines.  
He adds that we should not be intimidated by this.   
“We should welcome them” Ericsson says.  
(…) 
Does Europe or Finland need more state-owners for the mining industry to shield 
itself from the emerging economies’ hunger for metal? 
Ericsson rejects this need – openness is the way forward.  
The key factor for securing the import of raw materials is that Europe maintains its 
lead when it comes to technology, but at the same time shares its knowledge with 
developing countries.  
(Talouselämä 10.9.2010).  
 
The example article describes how the Finnish mining industry attracts foreign 
investors. The text cites strategy work conducted by a research company that 
gives reason to believe that Chinese investments in Nordic countries are 
inevitable (“just a question of time”). Instead of protectionist measures and fear, 
the company representative interviewed calls for active participation through 
“openness” and a “welcoming” attitude. The phrase “We should welcome 
them” draws on authorization where the inclusive pronoun “We” is a rhetorical 
tactic to persuade the readers to join the collective spirit to take open approach 
to China. Yet, even though recognizing the need for change, the discourse still 
maintains the possibility of Europe in the “lead” but in a hybrid form that also 
includes collaboration. Finnish companies are provided with an escape from the 
fate of being led by the Chinese by presenting them as partners with the Chinese 
(“shares knowledge with”).  This is also an interesting reproduction of the 
vanguard/led binary conceptions, where Finland, rather than becoming the led, 
is also positioned in the vanguard; in participating to collaborate with Chinese 
and making success out of the new situation.   
 
In another column, Jack Ilmonen, a business consultant, suggests the 
following: 
 
It would be necessary to think in the Nordic countries, what businesses we can sell to 
the Chinese before they buy similar companies elsewhere or take our businesses’ 
clients and turnovers. 
(…) 
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Small Finnish technology companies are able to produce the best technology in the 
world. However, it is being kept in mothballs, because no one knows how to sell it.  
(…)   
Should small companies in Finland sell their technology to the Chinese and use their 
money for product development, so the next technology can, again, be sold to the 
Chinese? 
(…) 
The future achievers see China as an opportunity rather than a threat.  
(…) 
 (Talouselämä 39/2008).  
 
In the first few lines, Ilmonen constitutes the threat by stating that the Nordic 
countries are compelled to rethink their business. Here in particular, we see how 
the threat is being reframed from the loss of knowledge work to China, to the 
fear of missing out on the China game and losing Chinese investments to other 
countries (This is suggested by the warning “before”). This illustrates how 
Finnish business is represented as being in a position where the only alternative 
is to comply with the rules of the game, and try to come up with ways to 
minimize the losses. China’s reach over international markets is assumed to be 
inevitable. 
In the second paragraph the text legitimizes the notion that Finnish 
technology is top level in the world, but questions Finland’s marketing 
capabilities. The metaphorical expression “being kept in mothballs” questions 
the progress in Finland. The text proposes a need for a transformation of the 
global value chain, where Finnish companies could occupy a position as the 
high-value subcontractors for the Chinese. This is in line with the suggestions 
that knowledge economies like Finland will retain their competitiveness by 
occupying the high-end of the value chain (Aiginger et al. 2009, 115). Kao (2009) 
also claims that in future, companies should increasingly utilize and take 
advantage of the different opportunities of the innovation models across the 
globe to generate value and create competitive combinations for innovation 
processes. Here the success of Finnish companies is clearly linked to their ability 
to adopt an opportunistic and open approach to China business.  
This line of thinking is also apparent in the article entitled “Hurrying to 
China and India”, where an IT service company Tieto’s increase of employees in 
the developing countries is seen as a momentum of change for the 
organizational strategy. Now the main question is: 
 
 
Can the company Tieto come up with a global operations model to succeed, according 
to all indicators, with Indian giants such as Wibro, Infosystem and Tata as well as 
older competitors? 
 (Talouselämä, 13.3.2010). 
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The rhetorical question above entails the idea that future success depends on the 
Finnish company’s ability to adapt to the competitive situation through strategic 
change. To conclude, the realization of the Threat is here dependent on whether 
Finnish companies can respond to the new situation with their own strategies. 
However, contrary to the construction of the threat, where the media talked 
predominantly about Finland and Finnish companies, in the construction of 
Response 2 it employs general terms suggesting that the “Western world”, 
“Europe” and the “Nordic countries” need to change. This may be interpreted as 
a rhetorical device to construct the sentiment that Finnish companies are not the 
only ones having to struggle against the threats from China. McKenna (2011) 
described how North American managers suggested that transformation in 
Western employees’ work values is a necessity to fight against the threat of 
losing jobs to China and India. Along similar lines, the Finnish media calls for a 
transformation in the strategies and business models. So, while the neocolonial 
images mitigate the threat, the media discourse also entails a situation where 
China is represented as a power that inevitably forces European companies to 
adapt and change their thinking about the global value chain.  
 
DISCUSSION 
 
This study has uncovered the consequences of the changing role of China in the 
global economy and how its relation to the Finnish knowledge economy and 
Finnish businesses, in particular, is constructed in Finnish media texts. Using 
critical discursive analysis revealed how the strategic futures of Finnish 
companies faced with innovation competition from China were constructed 
through a discursive threat/counter-threat mechanism. Importantly, the paper 
showed how the colonial binaries of the Orientalism discourse can be operated 
in diverse ways, both constituting and challenging the Western hegemony.  
The paper illustrates how Finnish media predicts a re-emergence of China 
and its entry as an imperial power in global innovation competition. These 
findings comply with recent postcolonial discussions and empirical research on 
the power of emerging markets such as China to question and resist Western 
hegemony (Jackson 2012; McKenna 2011). In particular, China is perceived as 
posing a threat to the Finnish innovation system (both companies and 
knowledge-based work) and this finding resonates with the postcolonial 
research by McKenna (2011) and Bergqvist and Mörck (1999), who have outlined 
how the developments in China and India, and China and Japan, constitute 
global fears for Western companies. These studies, however, were conducted in 
terms of economic development in general and this study adds a new dimension 
by showing how the threat/counter-threat discursive mechanism is produced in 
terms of innovation rivalry.  
Elucidating the threat image in micro-linguistic details made possible some 
novel findings; the study shows that Western hegemony could be resisted 
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through “turning upside down Western binaries and categories such as 
colonizer/colonized developed/developing and occidental/oriental” (Lunga 
2008, 194). China was perceived to possess the potential to become an imperial 
power. While Said’s work has been criticized for the fixed binary structure (e.g. 
Frenkel & Shenhav 2006) and omitting the resistance (Young 2001) this study 
illustrates how a CDA-based analysis show how the Western leadership 
position could also be resisted by overturning the binary positions.  
Analysis of the discursive mechanism exposed the ambivalent nature of 
using Orientalism discourse and the findings also reveal how the media also 
clings to the colonial hierarchies. Specifically, the paper revealed how the 
Orientalism discourse provided resources to mount a defense against the threat 
from China. Orientalist images are reproduced in ways that mitigate the 
innovation capacity in China and sustain the assumption of the dominance and 
superiority of the Finnish innovation system. Negative representation of the 
Other is a means of gaining dominance (van Dijk, Ting-Toomey, Smitherman & 
Troutman 1997) and the notions of how China was characterized by the inferior 
binary positions reifies the neocolonial power asymmetries. It is intrinsic to the 
“colonizing consciousness” to see “the colonized as being a grove threat and as 
something too weak to pose a credible threat” (Prasad 1997, 303) and it appears 
that this same discursive logic is constructed in the Finnish media texts.  
The second response called for changes in Finnish companies’ strategies and 
urged them to build open, collaborative relations to China. The findings suggest 
that China may not be controlled under the Western modernization thesis in the 
future as it can initiate changes in the global competition, and even regain a 
‘colonizer’ position. The findings thus complement earlier postcolonial analyses 
recognizing that China may become an active agent of change (see McKenna 
2011). In line with the study by McKenna (2011), this study suggests that 
emerging markets can actually hold recognizable power to implement and 
negotiate new rules in the global competition. I found how the media suggested 
that Finnish companies can no longer rely on self-sustaining notions of Western 
superiority but need to engage in an active transformation of their strategies. 
Here the future success of European and U.S. companies depends on their 
ability to accommodate their strategies, which according to these media texts 
primarily means collaboration and openness to China business. As the second 
response suggests, lull into the leadership position supported by the Orientalism 
discourse constitutes a new kind of threat for the Finnish companies as missing 
out of China business may be more serious than imperial action and company 
buyouts. However, similar to the first response this likewise aims to stabilize 
and sustain the conventional global hierarchy (for similar findings see 
Priyadharshini 2003). 
This paper illustrates that the Finnish media disseminates Orientalist 
assumptions and if these are espoused by Finnish leaders, it will hardly provide 
a good starting point for the set up of mutually beneficial business relations. It 
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has been earlier shown by McKenna’s (2011) how North American business 
leaders authoritatively drew on the Orientalism discourse even while lacking 
first-hand experience of the market. Media is a potential source for these ideas as 
the press is increasingly including management information (Mazza & Alvarez 
2000) and is used for obtaining information about new market environments 
(Priyadharshini 2003). Given that China is both geographically and culturally 
remote from the Finnish perspective, the role of media in shaping the 
companies’ preliminary market conceptions is likely to be further emphasized.  
 
CONCLUSIONS 
 
This paper relied on CDA-based analysis which made it possible to reveal the 
“mechanisms” and “subtle shifts” that produce change in discourse (Fairclough 
1995b, 15). Specifically, the paper showed that the Orientalism discourse is both 
constructed and resisted through a threat/counter-threat mechanism in Finnish 
media discourse on innovation competition from China. 
This study shed light on the power dynamic in terms of innovation 
competition from China. With Finnish media envisaging a threat of China 
regaining top position in global innovation, we should examine how this affects 
our understanding of innovation. This raises the question if and how the shift 
from ““West leads East” to West meets East”” as predicted by Chen and Miller 
(2010, italics in original) would constitute the basis of understanding global 
innovation. It has been suggested that Chinese Confucian ideology could give 
rise to new management models (Chen & Miller 2010) and the same may apply 
to innovation. Besides competition from China, the Western world faces rivals 
from other emerging areas. As noted by Jack, Westwood, Srinivas and Sardar 
(2011) the power shift towards China, India, Brazil, and Russia can question the 
sustainability of the ‘Western’ way and homogenized expectation of 
management (Jack et al. 2011). As the global division of knowledge based work 
continues, we shall hopefully see more postcolonial studies that expose the ways 
in which the relations between advanced West and emerging markets are 
constructed.  
Media texts as well as other institutional level strategy texts produced by 
state organizations continue to provide relevant material for this. Media has 
been cited as a “barometer of cultural change” (Fairclough 1995b, 60) and it is 
crucial to examine further how social change develops regarding global 
economic power relations. However, future studies could draw on other 
theoretical frameworks such as hybridity by Homi Bhabha (1994) to examine the 
power dynamics involved in West/non-West encounters. These could also 
explore the ways in which discourse can be utilized to construct such 
mechanisms that emphasize equality and mutual benefit as the starting points 
for Finno-Chinese /West/non-West business arrangements. Utilizing media texts 
for such analysis is particularly important as it has been suggested that the 
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business press often outstrips the academic literature in terms of disseminating 
fashionable management ideas, as they draw on the ideas of management gurus 
and consultants, while academic publishing is more time-consuming (Clark 
2004, 108). As it appeared, the second response suggesting a need for change in 
Western companies was mainly apparent in the voices of experts. Investigations 
into strategy discourse in the media could in future espouse a more nuanced 
view of the various business actors whose voices are heard in the media.  
Finally, in spite of the overturning of colonial positions, the analysis exposed 
how the media nevertheless also sustained the traditional hierarchy when 
constructing the strategic futures of Finnish knowledge economy. This raises the 
question how strategic actors in Finnish companies draw on these linguistic 
conventions. As discussed in this paper, the Orientalist assumptions may 
impede the development of mutually beneficial and collaborative business 
relations, thus making it an important area for research. This opens up avenues 
for strategy discourse scholars to examine how and with what effect the 
Orientalism discourse is drawn on by Finnish strategists.  
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ABSTRACT 
 
The article addresses the discursive struggles through which business actors 
(de)legitimize the strategic direction of their company. More specifically, we 
investigate Finnish companies’ entry to the Chinese market. The analysis 
outlines three discursive struggles focusing on the issues of timing, resource 
allocation and cultural distance.  We further illustrate how these struggles are 
informed by the discourses of global business, strategy and Orientalism. Our 
findings indicate the contested nature of the strategic direction of the company, 
particularly when a Western company considers entering non-Western markets. 
The results show that even though the timing of market entry is robustly 
legitimized through several rhetorical strategies, the managers still tend to 
delegitimize their companies’ business potential in the Chinese market by 
drawing from the postcolonial Orientalism discourse. 
 
Keywords: Critical Discourse Analysis, international business, legitimation, 
Orientalism, strategy discourse 
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INTRODUCTION 
 
Entering new markets constitutes a major strategic issue for business companies 
(Brannen & Doz 2012). The strategic nature of market entry decisions is 
particularly evident when planning to enter markets which are unknown to the 
company. For Western companies, emerging non-Western markets in Asia, 
India and Africa are a promising but unfamiliar territory, the market logic of 
which is not easily comprehended (Jansson 2007, 107). When approached from 
the strategy point of view, the business opportunities of a potential new market 
must be carefully scrutinized in order to legitimize the market entry decision. 
We argue that market entry situations provide a prime site in which the 
dynamics of establishing and de-establishing legitimacy for major strategic 
decision can be studied. In this paper, we aim to extend the discussion 
concerning the constitution of discursive legitimacy within the field of 
international business, and cross-cultural market entry issues in particular. 
Furthermore, we contribute to the methodological discussion around discursive 
legitimation through the emphasis on fine-grained rhetorical analysis of strategy 
texts. 
While international business (IB) related strategy research has focused on 
major organizational restructurings, such as shutdowns and cross-border 
mergers and acquisitions, (e.g. Erkama & Vaara 2010; Vaara & Tienari 2008), 
little is known about how other types of strategic decisions are (de)legitimized 
in the IB context. Furthermore, much of the prior research has addressed public 
debate in the media with less attention to lived (as opposed to reported) 
strategic events as accounted for by managers and other business actors. Our 
study contributes to empirical discursive strategy studies through the analysis of 
(de)legitimation struggles around the strategic issue of market entry, and the 
rhetoric used by the business actors when discussing Finnish companies’ market 
entry into China.  
Legitimacy involves a “generalized perception or assumption that the actions 
of an entity are desirable, proper, or appropriate within some socially 
constructed system of norms, values, beliefs, and definitions” (Suchman 1995, 
574). Our study approaches the issue of social acceptability and non-
acceptability (i.e. legitimacy and de-legitimacy) using a discourse theoretical 
lens with an emphasis on rhetoric, which addresses the “persuasive” devices in 
discourse (van Dijk 1997, 12). This allows us to engage in fine-grained analysis 
focusing on how different parties try to persuade others through argumentation. 
In order to illustrate how legitimation struggles around market entry are 
embedded in wider macro-level discourses and ideologies (van Leeuwen 2007), 
we adopt the Critical Discourse Analytical (CDA) approach. 
In this paper, we provide a discursive and rhetoric analysis of strategy talk 
revolving around the question of whether or not Finnish companies should go 
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into China. The empirical context of our study is a practical business 
development project set up in order to encourage Finnish companies and 
universities to utilize new business and research opportunities in China, and 
Chinese companies and universities to do the same in Finland. The key actors of 
the project, however, were ten Finnish knowledge-intensive companies aspiring 
to initiate or expand their businesses together with Chinese parties as well as 
project personnel, which tried to pave way for Finnish companies’ market entry 
into China and other business arrangements. 
Through the analysis of project-related texts (interviews and field notes) we 
identify three (de)legitimation struggles, each of which characterizes a specific 
aspect of the market entry decision: timing, resource allocation and cultural 
distance. Our analysis illustrates how these are informed respectively by the 
discourses of global business, strategy and Orientalism. The findings point out 
the contested and controversial nature of market entry issues, particularly in 
relation to emerging non-Western markets. Accordingly, each of the struggles 
involves the use of more than one rhetorical strategy for establishing and de-
establishing legitimacy. The analysis further shows that the timing of market 
entry is robustly legitimized, and only vaguely de-legitimized, through several 
discursive-rhetoric strategies informed by the global business discourse. Despite 
this, the business managers engage in the struggles informed by the two other 
discourses de-legitimizing market entry into China. 
The paper proceeds as follows: Section Two provides a short review and 
evaluation of prior research focusing on discursive-rhetorical legitimation of 
strategic issues, particularly in the context of international business. Thereafter 
we outline a discursive-rhetorical approach combining Critical Discourse 
Analysis and rhetoric analysis, which is useful for doing fine-grained analysis of 
the micro-level activities and tracing how they are embedded into the wider 
macro-level discourses. Section Three outlines the context of our study and 
Section Four describes our data and the methods of analysis used. Section Five 
outlines the three legitimation struggles and Section Six presents some 
discussion on our findings. The final section offers our conclusions.  
 
DISCURSIVE-RHETORIC APPROACH TO LEGITIMACY  
 
Legitimizing strategic directions  
Legitimacy involves a “generalized perception or assumption that the actions of 
an entity are desirable, proper, or appropriate within some socially constructed 
system of norms, values, beliefs, and definitions” (Suchman 1995, 574). The early 
legitimation analyses date back to classical rhetoric. In particular, Aristotle’s 
concepts of ‘modes of proof’ in rhetoric describe how legitimacy is constructed 
through ethos (persuasion relying on the fair-minded character of the person), 
pathos (persuasion through emotion) and logos (persuasion through reasoning) 
(Aristotle 1991, ref. Gill & Whedbee 1997). From a discursive perspective 
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legitimation can thus be seen as the rhetoric that portrays things as 
acceptable/intolerable, positive/negative, beneficial/useful/harmful, 
ethical/morally reprehensible, understandable, necessary, justified/unjustified 
(e.g. Vaara, Tienari & Laurila 2006, 793-794).  
As Levy, Alvesson and Willmott (2003, 97) point out, strategy discourse is 
not neutral, but “a powerful rhetorical device that frames issues in particular 
ways and augments instrumental reason”. Strategy discourse has achieved a 
hegemonic role for the direction of organizational future (Knights & Morgan 
1991): it constitutes organizational realities around what is meaningful and 
legitimate (Kornberger & Clegg 2011, 139) and guides how past and future 
actions are legitimated by strategic decisions (Hendry 2000, 972). In fact, strategy 
is about gaining and building rhetorical legitimacy. It is no surprise, therefore, 
that the rhetorical activity involved in constituting strategic direction has 
attracted increasing scholarly attention. In this spirit, strategy researchers have 
examined the rhetorical aspects of strategy documents focusing on how they 
reify the management-centered ideas dominant in classical strategy models 
(Eriksson & Lehtimäki 2001) or how rhetoric guides strategic direction (e.g. 
Samra-Frederics 2003, 2004, 2005; Spicer & Fleming 2007). 
Strategy discourse provides an arena for strategic decisions: it is through 
discourse that intentions can be shared, discussed, shared organizational 
understanding arrived at, and hence strategic decisions initiated (Hendry, 2000). 
The existing research has identified how various discourses can be utilized by 
individual organizational members to intervene and achieve the enactment of 
specific strategies (Levy et al. 2003). Samra-Fredericks (2003, 2004, 2005) has 
conducted conversation analytic research in the ethnomethodological research 
tradition on how strategizing is constructed at the micro-level interaction and 
her studies demonstrate how strategists use linguistic means to influence 
strategic direction through the promotion of specific ideas and persuasion. 
Jarzabkowski and Sillince (2007) in their case study on universities and their 
strategic directions contextualize the use of rhetoric within the organizational 
and the wider social context. Specifically, they examined the rhetorical practices 
used by top managers to ensure commitment to multiple organizational goals. 
The success of persuasion in increasing commitment was found to be influenced 
by the historical context and the consistency of the rhetoric with this context.  
Rhetoric is particularly important in attempts to introduce major strategic 
changes such as new organizational forms (Suchman 1995; Suddaby & 
Greenwood 2005). Using discourse analysis, Spicer and Fleming (2007) examine 
how management makes use of ‘the discourse of globalization’ to legitimize the 
organizational restructuring and marketization of the public sector organization. 
They also identify how this is contested, for instance, by reviving traditional 
discourses such as the non-commercial discourse. In a case study examining the 
internationalization strategy of a business school Sillince, Jarzabkowski and 
Shaw (2012) examine how rhetoric is used to construct ambiguity in terms of the 
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strategic goals, responsibilities, and commitments of the various actors which 
then is exploited to influence the strategic actions within the organization. Yet 
more studies on strategy discourse are needed addressing the more specific 
tactics of resistance at the micro level (Vaara 2010). We focus on this by 
exploring how strategic ideas related to market entry are constituted, promoted, 
and resisted through various strategies of (de)legitimation. 
 
Legitimation in the international business context 
Strategy research focusing on discursive legitimation in the context of 
international business has dealt with legitimacy in terms of controversial 
organizational action such as organizational restructuring through M&A (e.g. 
Vaara & Monin 2010; Vaara & Tienari 2011) and shutdowns (Erkama & Vaara 
2010; Vaara & Tienari 2008). Much of the research focuses on the identification of 
rhetorical (Erkama & Vaara 2010; Suddaby & Greenwood 2005) or discursive 
strategies of legitimation (Vaara et al. 2006; Vaara & Monin 2010; Vaara & 
Tienari 2008).  
Studies on strategy rhetoric have often been inspired by the classical rhetoric 
(logos, pathos, ethos) found in Aristotle’s persuasive appeals. One of the first 
studies in the organizational context was conducted by Suddaby and 
Greenwood (2005), who examined the role of rhetoric in the constitution of 
legitimacy over institutional change triggered by the international merger of an 
accounting firm with a law firm. They identified five rhetorical strategies of 
legitimation; ontological (argumentation of what can or cannot co-exist), 
historical (appeals to history and tradition), teleological (divine purpose or ‘final 
cause’), cosmological (inevitability); and value-based (belief systems). Of these 
the teleological and cosmological strategies were used to support the change, 
while value-based and ontological were used for purposes of opposition. 
Historical theorizations were invoked for both purposes. Similarly Erkama and 
Vaara (2010) examined the rhetorical legitimation strategies concerning 
negotiations around a shutdown decision. They identified how legitimacy 
struggles involved logos (rational arguments), pathos (emotional moral 
arguments), ethos (authority-based arguments), autopoiesis (autopoietic 
narratives) and cosmos (cosmological constructions). They further argued that 
all five strategies could be deployed for purposes of both legitimation and de-
legitimation. Joutsenvirta and Vaara (2009), in turn, explored Finnish media 
texts to understand the debate around a Finnish, international greenfield 
investment. They exposed how various actors constructed (de)legitimacy 
around this contested issue embodying legalistic, truth, and political struggles.  
Other studies have singled out discursive strategies of legitimation, building 
upon the semantic functional strategies identified by linguists (see e.g. van 
Leeuwen & Wodak 1999 on the work of linguists). Vaara et al. (2006) found 
support for the relevance of authorization, rationalization, moralization, and 
narrativization in the organizational setting. Further, the same researchers 
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added normalization as a new legitimation strategy which renders things or 
states of affairs normal and natural, often through exemplification. Vaara and 
Tienari (2008) examined media texts and showed how authorization, 
rationalization, moralization, and mythopoesis are used to construct legitimacy 
of a production unit shutdown. Drawing on both internal discussions as well as 
media texts around an international merger, Vaara and Monin (2010) explored 
legitimation dynamics during the integration process and extended existing 
models by distinguishing exemplification strategy as a distinct strategy, which 
typically builds upon the examples of other companies.  
 
How macro-level discourses shape processes of legitimation 
Broader discourses and ideologies determine what comes to be framed as 
legitimate and de-legitimate (van Leeuwen 2007). Hence focusing on the 
dialectical relationships between discursive events and social structures 
(Fairclough 1992; 1995) is pivotal for the study on how legitimacy is achieved. 
Texts are sites of struggle, where different discourses and ideologies contend 
and struggle for dominance (Weiss & Wodak 2003, 15) and CDA offers 
appropriate means to analyze these struggles.  
Examinations of the ways in which micro-level strategic activity is influenced 
by the broader socio-cultural environment are central to discourse theoretical 
strategy studies (Vaara & Whittington 2012). Prior research has illustrated how 
rhetoric (de)legitimation strategies are embedded in societal/humanistic, 
cultural, rationalistic/global capitalist, and nationalistic discourses. The main 
argument here is that discourses frame organizational changes and actions 
differently, both establishing and resisting their legitimacy (Erkama & Vaara 
2010; Joutsenvirta & Vaara 2009).  
In our study, we investigate how the discourses produced by Finnish 
business actors “construct the rationales” for a decision to enter emerging non-
Western market, and what ideological positions this decision embodies 
(Greckhamer & Cilesiz 2012). Our study draws on Critical Discourse Analysis 
(CDA) (Fairclough 1992, 1995), which allows incorporating macro and micro 
levels of analysis by examining how (de)legitimation is enabled and constrained 
by the discourses available and what kinds of rhetorical tactics are used to 
promote and resist specific strategic ideas.  
Paying attention to the micro-practices constituting legitimation is central as 
it is “through talking that strategists negotiate over and establish meanings, 
express cognition, articulate their perceptions of the environment (etc.) and from 
this basis, legitimate their individual and collective judgements” (Samra-
Fredericks 2003, 143). Examining legitimation rhetoric in a very detailed way 
allows us to provide a nuanced understanding of the ambiguity framing 
strategic direction (Samra-Fredericks 2005; Sillince et al. 2012). Ambiguity exists 
in a “state of having many ways of thinking about the same circumstances or 
phenomena” (Feldman 1989, 5) and our study explicates how various macro-
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level discourses are deployed in strategy conversations with the effect that they 
mobilize contradictory perceptions of market entry. Importantly, CDA centers 
on ideology and power as means to contemplate discursive struggles around 
(de)legitimation.  
Earlier studies have illustrated how discourses embedded in neo-liberal 
ideology and global capitalism provide resources for the rationalization, 
justification and support of the new organizational forms (e.g. Erkama & Vaara 
2010; Vaara, Kleymann & Seristö 2004; Vaara et al. 2006) whereas nationalistic, 
patriotic and humanistic/societal discourses often work in the opposite direction 
(e.g. Vaara et al. 2006; Vaara & Tienari 2011). However, Tienari, Vaara and 
Björkman (2003) also identify that rationalistic discourse embedded in global 
capitalism and nationalistic discourse was mobilized both in support and 
objection of a cross-border acquisition. 
Continuing with this stream of research, we still argue for the relevance of 
taking a wider view of the strategic events and decisions taking place in the IB 
context (Turcan, Marinova, & Rana 2012). We propose that legitimation should 
be examined in new strategic settings and also with real-time company data. To 
fill these gaps, we examine how Finnish business actors (managers and business 
development project personnel) engage in (de)legitimation struggles arguing in 
favor and against different aspects of entering a non-Western emerging market, 
namely China.  
 
FINNISH COMPANIES’ MARKET ENTRY INTO CHINA 
 
During the late 2000’s Western companies’ business interests in China 
developed from the mere utilization of cost-advantage to the benefits of market 
proximity and local talent (Jaruzelski & Dehoff 2008). The fact that Finnish 
knowledge-intensive companies were also attracted to China as a destination for 
R&D functions (Alajääskö, Boegh Nielsen, Rikama & Sisto 2011) served as a 
motivator for a practical business development project called the China Business 
Project (hereafter CBP or project). The set up of the CBP was built on the idea 
that since Chinese companies will inevitably enter into Europe, Finnish 
companies should make good use of the situation by partnering with Chinese 
companies. The CBP was established within a highly regulated industry, 
meaning that any foreign company willing to enter Europe or other Western 
markets would require regulatory consultancy. Offering these kinds of services 
was considered one of the key sales arguments through which the CBP could 
market Finland as a gateway to European markets. Moreover, scientific research 
constitutes an essential part of the CBP participants’ business, and therefore the 
project had strong emphasis on identifying innovation opportunities.  
Ten Finnish companies and a few research groups from a Finnish university 
joined the CBP in order to explore, evaluate, and develop their operations in 
China. The participating companies included small R&D intensive firms, 
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service-oriented firms as well as larger companies and affiliates of 
multinationals. In effect, the participants had heterogeneous interests with 
China, which ranged from finding subcontractors to searching for new products 
and exploring export market demand. Hence their motivations and starting 
points for the project were different. However, partnering for R&D constituted 
the common interface. While some companies had an earlier history of seeking 
opportunities in China, for most of them it was an unfamiliar market. Decisions 
to take part in the project were sometimes based on the outside off-chance and 
offers as companies were invited to take part in the project. 
The early phases of the project were characterized by participants speaking 
hesitantly about their business expectations and characterizing China as “a bit of 
a mystery”. Expressions of uncertainty were understandable given that China 
was a new market for most of them. Experiences of uncertainty typically result 
from a lack of information and can thus often be “resolved by obtaining certain 
specifiable pieces of information” (Feldman 1989, 4-5). It was common that in 
the seminar meetings, participants asked for information that would help them 
to understand the Chinese market and its business potential. In attempting to 
resolve the uncertainties, many companies wished that the lead projects (those 
collaborations that had been initiated earlier between a Finnish and Chinese 
counterpart) would be made “visible” and that more information would be 
disseminated. The companies also requested justification why China should be 
considered as a viable alternative for their business: “Why should we go to China 
and why is it said that state-owned companies are more difficult to work with?” The 
participants’ uncertainty also prevented the taking of immediate action. For 
example, some companies were not willing to take part in the trips to China 
arranged by the project before they had some “concrete” ideas as to what they 
could do in China. The project management (which included the Project Director 
and Project Coordinator in Finland and the Project Director and Project Manager 
in China) had focal roles in promoting the CBP, and their rhetorical tactics were 
predominantly geared to motivate and persuade the participant companies to 
engage in new business development in China. 
During our participant observations we noticed how the various project 
gatherings, such as seminars, were a significant arena where the direction of the 
CBP, and the individual companies’ expectations were discussed. These became 
sites where members of the project could “legitimate their individual and 
collective judgements” (Samra-Fredericks 2003, 143). The business managers 
participating in the CBP attempted to attach meaning to the issue of setting up 
business in China but the strategic meaning-making proved to be a rather 
controversial discursive process, involving arguments both for and against 
market entry. Much of the strategy conversations revolved around the “why” 
question that is fundamental in legitimation (van Leeuwen 2007, 94). Even 
though China was recognized as a potentially desirable market that the 
participants considered to be one good alternative for their international 
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operations, strategy-making also entailed doubts, hesitation and resistance. Thus 
we aim to understand from a discursive legitimation perspective what actually 
happened in the CBP case and therefore focus our attention to the dynamics of 
legitimation. 
 
 
METHODS, DATA AND ANALYSIS 
 
We have argued that earlier research on rhetorical strategies of legitimation 
has exposed legitimation as an interplay of variants of the globalization 
discourse and humanistic and nationalistic discourses. We adopt the Critical 
Discourse Analysis (CDA) (Fairclough 1995) approach to conduct a context-
specific analysis of the CBP case. Our CDA-based analysis of the case is twofold: 
being mindful of the social structure enables us to examine the variety of social 
discourses and ideologies informing legitimation strategies, while a micro-
linguistic analysis of the use of rhetorical tactics allows us to address the 
struggles for dominance (Weiss & Wodak 2003, 15; Vaara 2010).  
During our intensive case study (Eriksson & Kovalainen 2008) we collected 
extensive material including participant observation data, various types of 
documents and interviews. In this paper we focus our analysis on strategy 
conversations during the project and use predominantly two datasets: 
participant observations (e.g. regular project seminars, workshops, and visits to 
China) and interviews/discussions with company representatives. Regarding the 
project seminars and meetings, project management or some of the researchers 
generally gave brief updates on the recent proceedings and potential avenues 
for collaboration (often supported by visual presentation material based on 
PowerPoint), which then opened issue for general discussion. Besides voicing 
their conceptions of the strategic direction of the project, the company 
participants also used the floor to share their experiences of China so far. These 
meetings provided crucial data for our analysis of how strategy conversations 
build up strategic direction and mutual understanding.  
In addition to the observation data, we conducted interviews and follow-up 
discussions with the business managers. The interviews, conducted by one of 
the authors in the early phases of the project, were conducted to achieve an 
understanding of the managers’ and their companies’ considerations, 
expectations, and hesitations concerning the Chinese market and the potential 
for expanding their business to China. Altogether seven managers from 
different companies were interviewed. The top managers interviewed (with 
titles such as CEO, Head of Business Development or Head of Research) were 
responsible for the ‘China strategy’ (not necessarily talked about using this 
name) and were appointed as their company representatives on the project. 
Thus, the interviewees were strategic agents both in their own companies and in 
the CBP. Our data also includes eight follow-up discussions with the companies 
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in the course of the CBP, where the companies’ advances and possibly new 
expectations and support needs were discussed. 
Altogether, the CBP case provided us with access to the strategic ideas and 
their assimilation in real time, rather than providing a retrospective account and 
they thus capture the “lived” rather than the “reported” experience of 
strategizing (Samra-Fredericks 2003, 142, italics in original). On the whole, our 
data reveals controversial issues working both for and against the possibility of 
entering the Chinese market and we use micro-level rhetorical analysis to 
analyze the key strategies through which the project participants seek to 
(de)legitimize their claims regarding market entry. 
The analytical process entailed two major phases: identification of the 
legitimation strategies in use and their linkages to macro-level discourses, and 
addressing the discursive dynamics and struggles. We began by systematically 
analyzing all materials and concentrated on identifying how the various strategy 
conversations invoked (de)legitimacy. Based on the rhetorical analysis we 
focused on the arguments in use and the coding process involved identifying 
and collecting text fragments representing acts of discursive (de)legitimation 
(see e.g. Joutsenvirta & Vaara 2009). When analyzing which (de)legitimation 
strategies were used by the business actors, we relied on Vaara et al. (2006), 
Suddaby and Greenwood (2005) and Vaara and Monin (2010) in order to code 
our research materials.  
At the final analytical phase, which was conducted partially concurrently 
with the first one, we utilized Critical Discourse Analysis to identify more 
specific legitimation struggles in relation to the market entry issue (cf. 
Joutsenvirta & Vaara 2009). At this point we discovered that market entry vis-à-
vis the Chinese market was framed by three types of struggles: timing, resource 
allocation and cultural distance. We also distinguished how these struggles were 
embedded in different macro-level discourses. Struggles on timing appeared to 
be informed by the global business discourse. The project personnel, in 
particular, made use of the idea that now would be the right time to enter 
Chinese markets, whereas the business managers evaluated the pace of 
globalization and respective momentum for market entry more critically. The 
struggles over resource allocation, in turn, drew on strategy discourse as the 
business managers underscored the careful evaluation of resource commitments 
in order to safeguard profits. Finally, the struggles over cultural distance drew 
on othering that appeared to be based on the division between the West and 
East that is found in the postcolonial Orientalism discourse (Said 1978/2003). We 
discovered that, in contrast to the struggles over timing, the rhetoric framing 
resource allocation and cultural distance struggles was predominantly in 
opposition to market entry. The three struggles were also partially overlapping, 
which further highlights the dynamics of (de)legitimation.  
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DISCURSIVE (DE)LEGITIMATION STRUGGLES 
 
Struggles over timing 
Struggles over timing revolve around the key argument of the China Business 
Project (CBP): because of the ongoing changes in the globalizing world, now is 
the right time for Finnish companies to enter the Chinese market. Fiss and 
Hirsch (2005:9) suggest that the globalization discourse builds on the trope of 
“inevitable change” in the face of inexorable external changes. This trope 
provided the grounding for the idea of entering the Chinese market and both 
the business managers and the project personnel of the CBP drew on 
cosmological legitimation (Suddaby & Greenwood 2005) in order to portray 
China as an inevitable direction for Finnish companies’ strategic action:  
 
The truth is that India and China are coming and there is no way to avoid it. (Business 
manager)  
 
The factual assertions (“the truth is”, “no way”) indicate how the influence of 
the emerging markets on the global power balance is constituted as an 
inescapable reality. Therefore, the above excerpt shows how cosmological 
rhetoric constitutes China (and India) as the force to be reckoned with, or even a 
‘threat’ to Western businesses as McKenna (2011) found in his study. The use of 
the inevitability rhetoric is common in globalist legitimations of organizational 
changes (Spicer & Fleming 2007; Suddaby & Greenwood 2005; Vaara & Tienari 
2011). Overall, the inevitability rhetoric in cosmological constructions 
underscores the urgency of going to China. 
The CBP personnel utilized the project seminars and meetings with the 
companies to encourage companies to take immediate action in developing their 
China business. When doing so, they drew on mythopoeical constructions 
portraying market entry into China as a race between Western companies. 
Market entry without delay was portrayed as an obligation in terms of future 
success and maintaining first-mover advantage. Their rhetorical tactics were 
aimed at convincing the companies of the urgency and necessity of setting up 
business with China and starting right now. This was predominantly achieved 
using predictive narrative with the PowerPoint slides declaring: “The window of 
opportunity is now open, it is time to act before others outrun us”. The metaphor 
‘window of opportunity’ is used here to constitute a sense of urgency and call 
for action before it is too late. Hence mythopoesis arises here in the form of 
cautionary tales (van Leeuwen 2007, 106) which warn of the potentially negative 
consequences of wasting too much time without action.  
In addition to the indirect persuasion, some of the mythopoetical rhetoric 
was more candid in urging the companies to take immediate action: “When other 
sophisticated investors come to China, our opportunity will be lost” (Research Director 
in China). Earlier studies have identified similar patterns in rhetorical 
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argumentation, where the need for multidisciplinary organizational forms was 
seen as a consequence of globalization and framed resistance to this inevitable 
movement as both futile and dangerous (Suddaby & Greenwood 2005). As 
noted by earlier studies on strategic moves in international settings, the rhetoric 
uses game metaphors such as ‘winners and losers’ (Vaara & Tienari 2011, 376) 
and the CBP personnel raised the possibility of losing the race to China in order 
to motivate the companies to take the initiative.  
Mythopoeical constructions were also used to reward legitimate action (van 
Leeuwen 2007) by suggesting that entering markets quickly may help to beat 
competition as the Finnish companies could become “the first European partner” 
for some of the Chinese companies. The CBP was to a large extent built upon the 
idea that Finnish companies can create business by offering a gateway for 
Chinese companies wishing to establish a presence in Europe. This could be 
achieved by becoming a partner in R&D as well as providing consulting services 
to “Europeanize” Chinese products. In these visions the project was portrayed as 
a pioneer in building the Finno-Chinese collaboration within the given industry 
sector and the project personnel utilized this ‘pioneer’ image to persuade 
companies to take action. Similar rhetoric has been reported by Vaara and 
Tienari (2011, 376), who discovered that being at the “forefront of the process” 
supported the legitimacy surrounding a Nordic merger in the banking sector.  
In light of the objectives mentioned above, the project personnel deemed it 
essential for the Finnish companies to utilize the project resources for getting a 
foot in the door as soon as possible. However, from the companies’ perspective, 
entering China would mean that they needed to include yet another new 
geographic area in their business portfolio. Hence, in the business managers’ 
rhetoric, the timing of market entry was indirectly de-legitimized through the 
authority of tradition (van Leeuwen, 2007: 96), as the following excerpt shows: 
 
So it has very strongly been our market orientation, that in these kinds of products the 
USA has been by far the most important market....And China or the Far East in these 
products, like Japan, has been significantly smaller in significance. (Business manager) 
 
Here the U.S. orientation is something that has been customary in the 
organization, and it constitutes a taken-for-granted justification and 
naturalization for the orientation. On the other hand, the priority given to the 
U.S. is easily understandable since North America constitutes the biggest market 
within the industry. Most of the companies were accustomed to doing business 
in the Western markets and market entry into China would require a new 
business decision.  
The business managers drew on global business discourse to predict the time 
when the Chinese markets would be ripe for market entry thus establishing 
legitimacy for the initiation of business operations in China: 
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But reading about this general development, there are signs suggesting that many 
multinational companies are establishing themselves in China with a significant 
business interest. It is, as its own market and as a market for Western products, 
rapidly growing and therefore, offers great potential. (Business manager) 
 
The manager’s reference to multinational companies’ presence in China is a 
form of exemplification that is used to emphasize beneficial market conditions 
and to support market entry. The reference to multinational corporations seeks 
social support (see Mazza & Alvarez 2000) or authority by conformity (van 
Leeuwen 2007, 97) and can be interpreted as an authorization strategy. Indeed, 
in 2004-2007, 83 percent of new R&D sites and 91 percent of the increase in R&D 
staff in global multinationals were located in China and India (Jaruzelski & 
Dehoff 2008). This indicates that the multinationals have set up a strong trend, 
which also suggests conditions conducive to new business. Emerging markets 
have become popular targets for Western offshoring, not only for the cost-
savings, but because of the search for market proximity in the growing market 
and for local talent (Jaruzelski & Dehoff 2008). This provides one basis for 
legitimating market entry into China. 
After the project had been running for about one year, some of the 
participating managers raised the question if a more candid tone would be 
required in the project to increase participating companies’ business 
achievements in China: 
 
Should the companies be told that now might be the time to jump on the bandwagon 
– before it’s too late. So although China might not have real possibilities right now, 
this might be the time to invest in China. (Business manager)  
 
As the excerpt illustrates, the business manager supports the idea that the 
participating companies should enter China “now”, thus establishing legitimacy 
for market entry. Overall, the CBP brought together companies with different 
starting points and aspirations. Some of them started with their China business 
initiatives early on, while many others were more hesitant about the potential of 
the Chinese market for their company. 
 
Resource allocation struggles 
The problem related to the struggles over timing embedded in global business 
discourse is that they do not provide space for strategic agency of the individual 
business managers. Rather, it constitutes a ‘hype’ around China that offers 
market entry as a self-evidident necessity that is defined by external forces and 
developments. Therefore, enaging with struggles over resource allocation, 
enable the managers to regain some sense of control in the face of external forces 
and critically evaluate the suitability of market entry for their own company.  
The resource allocation struggles draw on the rhetoric of rationalization that 
enables the managers to construct both legitimacy and de-legitimacy for their 
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decisions to allocate, or not to allocate, resources for market entry. These 
rationalizations are mostly based on neo-liberal, means-ends, financial 
argumentation (Vaara et al. 2006) and they are embedded in the dominant 
strategy discourse, which is framed by instrumentalist rationality (Levy et al. 
2003; Ross-Smith & Kornberger 2004). Determining the companies’ strategic 
direction is characterized by competing demands and the resource allocation to 
a non-Western emerging market is constituted as a strain. Earlier studies have 
shown that the nature of planning adopted by companies in ambiguous 
environments is affected by their needs to create commitment and legitimacy 
among internal and external resources (Middleton Stone & Greer Brush 1996). 
Because of such challenges, international business development is portrayed in 
our data as a paradox: “we have to grow here and at the same time we have to tear 
ourselves to somewhere like China.” (…)“We have our hands full with Western Europe 
and America”.  
Modalities such as “have to” bring out the necessities and commitments to 
other markets and also render comprehensible the rationalizations over 
competing demands; the lack of resources necessitates market prioritization. In 
this particular case, the manager explained that they had “had quite a slow start 
with this project” because they had a “hell of a lot” of work to do with their 
Western customers, leaving no chances to invest elsewhere. Hence the business 
manager de-legitimizes the market entry to China by making references to the 
commitments in other markets that demand all the company’s attention. This 
illustrates how the struggles are intertwined: by justifying their “slow start”, the 
manager opposes the demands for rapid market entry which were strongly 
supported in the struggles over timing. Further, the intensity of the conflicting 
demands is brought to the fore by the use of the expletives (“hell”) and 
metaphorical expressions (“hands full”). Moreover, here the prefix “somewhere 
like” suggests a distance from China and embodies the unknown, and in effect 
de-legitimizes interests in China and prioritizes other markets. Thus, market 
development in new geographic areas puts pressure on limited resources and in 
effect de-legitimizes market entry into China.  
Overall, the business managers emphasize their need to act as rational agents 
and meet the efficiency demands in their business: 
 
(..)So we should be able to focus our limited resources where the potential for success 
is likely. Now we have to extend ourselves in every direction with limited resources, 
so what becomes even more important is the quality of contacts, so that social 
contacts will be minimized and we’re focused on contacts with more potential. 
(Business manager)  
 
 
The strain on resource allocation is again highlighted by the modalities “have 
to”, “every direction”.  International markets are viewed as an arena of 
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competing demands, and it is the managers’, or the experts’ job to decide which 
markets to enter. In the Finnish original version the term social contacts 
(‘seurakontaktit’ in Finnish) refers to social acquaintances of no real importance. 
When explaining their strategic logic, the managers draw on rationalization 
based on the means-ends efficiency. Accordingly, market diversification is 
guided by the principle of allocating resources to those markets with the best 
expected return on investment. In this and the previous excerpt, the verbs 
“stretch” and “extend”, project an image of the company operating at the very 
edge of its limits. The business managers typically de-legitimized market entry 
to China by making references to the lack of resources at hand.  
Although economic rationalizations mostly de-legitimize market entry, they also 
provide resources for enforcing strategic business opportunities:  
 
 
And what these products have in common is that they are manufactured in a factory. 
So they can be manufactured anywhere in the world, say in a country where 
production is cheap and technical know-how is high. So basically this is the reason 
why India and China have been of interest to us. Getting these things done here in 
Finland makes no sense. Because to go through with this in Finland would be so 
costly and, besides, we have no special know-how at all in something like X for 
example.(…) (Business manager)  
 
The excerpt shows how the main argument favoring market entry comes from 
the cost-savings compared to the heavy cost-structures in the home country. It 
draws on rationalization, in which domestic production “makes no sense”. This 
draws on the productivity value in business. Prior studies have shown that 
rational arguments based on financial performance constitute dominant 
arguments for supporting organizational changes (Erkama & Vaara 2010). The 
availability of skilled workforce combined with low costs has attracted Finnish 
companies to set up R&D in China (Ali-Yrkkö & Tahvanainen 2009). Thus China 
is the most common destination for Finnish businesses sourcing engineering 
functions abroad (Alajääskö et al. 2011). In some cases the legitimacy of China is 
supported by a combination of rationalization and exemplification strategies, 
also drawing on predictive narrative: 
 
(…)So China is definitely of interest to us, because we know of an Indian company, 
for example, that has made a product component for us, that buys the intermediate 
for their product from China. And in the near future the Chinese company that’s 
making the intermediate could provide us with the end-product at a better and 
cheaper price. But right now the problem is that most firms don’t have a quality 
system that would guarantee their product would pass as an end- product. (…) 
(Business manager)  
In this excerpt, the potential of China is established through exemplification in 
which the manager’s prognosis of China’s development claims that, in the near 
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future, there may be new opportunities available and these are based on 
improved productivity, thus also using rationalization rhetoric. The 
exemplification strategy is often used to support the idea that Chinese markets 
are developing and, in the future, they may constitute an important market. 
Therefore exemplification is used to introduce elements of possibility against the 
rationalization strategies, which often downplay the possibilities of investing 
any effort in China. 
Despite the foregoing, the business managers often draw on rationalizations 
in order to de-legitimate market entry. This is illustrated by the following 
excerpt in which the manager imposes a rationalization-based evaluation of 
strategic moves: 
 
(…)So if you think about us, as a small business, this is what we discussed with the 
Americans, that we will go along with this effort. So the question is whether this 
really has potential in which a small business should invest their resources at all. (…) 
So what’s the potential for these products within this time span in China? So is the 
potential so significant that it is beneficial for us to start planning collaboration that 
way or thinking about particular strategies for China. Or, if it is not so significant, 
then we will leave it to someone who is working thereabouts in other countries and 
marketing products, to take as an export product. (…) But so will this be our way 
forward or will we try to focus more on China and try to collaborate directly with the 
Chinese. That’s what we’d like to figure out. Is China worth it? Obviously it is, but we 
cannot venture out there solely to gain geographical coverage. There are a lot of other 
markets, such as South America, where a market for these products exists and the 
population is large and markets are growing. But the starting point there is different. 
But if we wanted to operate there and get a product out there, it would definitely 
require a focused course of action, because the South American market is again 
different from other markets. So it’s really about choices in the end.(Business manager)  
 
The strategy talk above features the classical technocratic and rational models of 
strategy in which the job of the managers is to “weigh the likelihood that 
alternative methods will succeed, and then decide which ones to implement” 
(Chaffee 1985, 90). The excerpt also shows how the manager speaks hesitantly 
about the possibility of market entry into China, which is apparent in the vague 
expressions (“whether”, “if”). The manager cites a number of preconditions that 
must be met in order to even consider the possibility of market entry. In this 
way, the manager makes use of rationalizations that produce indirect de-
legitimacy. Financial rationalizations (“is China worth it”, “real potential”), in 
particular, gain an accentuated role for delegitimizing the strategic choices (on 
similar findings see Vaara & Tienari 2008). The rhetoric is embedded in the 
means-ends rationality, the aim of which is to build productivity and efficiency 
(Knights & Morgan 1991; Levy et al. 2003).  
The rational decision-making model is further factualized when stating that 
market entry into China cannot be done for the sake of geographic diversity. 
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Here strategic alternatives constitute polar binaries; if the potential is 
“significant” enough, the company can consider devoting time and money to the 
project, if not the option will be dropped. Resource commitments to Chinese 
markets are hence contingent upon the managers being convinced of the 
expected gains. Basing their legitimation on this means-ends rationality 
necessitates market prioritization in which some markets are privileged in order 
to focus the limited resources.  
In conclusion, the struggle over resource allocation illustrates how the 
participants formulate an understanding of the market potential, but they also 
have reservations about whether market entry is at all possible. In these 
struggles, legitimation draws on the strategy discourse and revolves around the 
hegemonic evaluation-planning-implementation cycle. 
 
Struggles over cultural distance 
In addition to the struggles over resource allocation, the business managers also 
drew on struggles over cultural distance in order to understand and evaluate the 
strategic issue of market entry. The struggles over cultural distance rest on the 
production of spatial, cultural, and ideological difference. According to Suddaby 
and Greenwood (2005: 46) ontological arguments rest on a particular a priori 
reasoning that assumes inherent incompatibility, difference or conflict between 
certain aspects of reality and categories. Within the CBP such ontological 
statements appear to be underpinned by the postcolonial Orientalism discourse 
(Said 1978/2003), as shown by the following excerpt:  
 
It seems as if China is from another planet. As if it would be very difficult to start up 
there and operate there. (Business manager)  
 
Here the possibilities of going to China are contested and problematized 
through the metaphorical expression “another planet”, which suggests not only 
a geographic but also a cultural and ideological distance and difference from 
China. Identification of cultural differences in general seeks “to temporally and 
spatially fix the properties of the culture in question” (Kwek 2003, 137) and 
stereotyped notions are reproduced in our Western societies. For example, the 
Finnish business and culture guidebooks on China tend to represent China as 
strange, difficult, or even impossible for Westerners to understand (Vuola 2008). 
Such parlance also has an institutional base, which has been articulated in 
Edward Said’s (1978/2003) discourse of Orientalism, where he describes the 
Western colonizers’ representations of the colonized nations (Middle East and 
Islam). However, Orientalism is currently considered a wider discourse across 
West/non-West (Prasad 2003; Young 2001) and has also been found in the 
business discourse on China (McKenna 2011). The discourse of Orientalism 
builds on and produces the ‘ontological Other’ (Prasad 1997, 303) and we 
identify its use here as a way to construct the ontological distance to China. 
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Orientalism produces a spatial difference between “ours” and “theirs” which 
embodies not only geographical boundaries but also “accompany the social, 
ethnic, and cultural ones” which encompass “all kinds of suppositions, 
associations, and fictions” about what is “out there” (Said 2003, 54). The use of 
ontological argument de-legitimizes market entry by anticipating differences in 
consumer behavior:  
 
People’s need can’t very quickly be changed. We don’t want to try out generating 
needs…So we need to find out what works for those people in that market. (Business 
manager)  
 
In the quote above the difference is produced as a temporary difference that 
prevails (“can’t very quickly be changed”). Again the demonstrative pronoun 
“those” signifies a difference from the consumers in the home market.  
Although the struggles over cultural distance predominantly constituted the 
basis for establishing de-legitimacy for the market entry, the following excerpt 
illustrates how the strategy talk also included some arguments that also 
established legitimacy:  
 
In Japan, for example, the market for these products is practically non-existent. These 
types of problems don’t exist in Japan. (…) We don’t know if this is the case in China. 
I suspect that the older culture is similar. But I don’t know. However, I suspect that 
perhaps the younger generation has heard, through mass media etc., and 
acknowledges that solutions to these problems exist and that in Western countries 
these are used and so on. Then again this type of a thing involves a more extensive 
cultural change, which of course proceeds so gradually that it is not possible or even 
worthwhile for us to try to change these things. (…) For example this consultancy 
company X (name concealed), they have information on all markets in the world. You 
can buy this information from them and get sales figures on all products. But the sales 
figures are probably from the year 2005, so it’s hard to say what the prospects are 
from here on. And what is the impact of this cultural perspective. Then there’s this 
Japanese culture issue, which probably derives from decades ago. (…)So when will 
we be faced with a different phase. Because it is clear and has been much talked about, 
that in Japan things will be very different in twenty, thirty years, once this current 
generation, who are surrounded by an international atmosphere, grows older. (…) 
But I can’t say how things are in China. (Business manager)  
 
In the excerpt above, cultural differences are pictured as the cause for the lack of 
market demand. Chinese “older culture” is equated with the Japanese in order 
to anticipate similar market behaviors. The text constructs a distance from China 
by declaring that market demand requires “a more extensive cultural change” 
that is “not possible or even worthwhile” for the company to change. However, 
the strategy talk also draws on mythopoesis as a way to anticipate a cultural 
convergence and change (“from here on”, “things will be very different in 
twenty, thirty years”). The text further entails possibilities for the reduction of 
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differences. In this way, the cultural struggle intertwines with the globalist 
struggle in which the general assumption of cultural convergence through 
globalization is invoked to predict a market demand in the future.   
The struggles over cultural distance also feature the use of the moralization 
strategy, used to establish de-legitimacy of market entry, as the following 
excerpt illustrates:  
 
(…)We wish there were a committee network to uphold certain accessible and clear 
standards stating that these certain terms must be met in order for someone to 
undertake this type of a research project. This way these consents and getting them 
wouldn’t be up to pure despotism from officials, because in Russia for example, this 
often means bribery. And bribery is something we don’t participate in, of course. But 
if there are no standards, and the bureaucrat has his say in these things, then this kind 
of despotism entails certain risks, which for us are unfavorable. (Business manager)  
 
The distancing is built across the West/non-West, with its us/them distinctions 
and it intertwines moral evaluation with the exemplification strategy. While 
earlier research has shown how moralization involves the nationalistic and 
humanistic concerns of strategic changes such as organizational restructurings 
(e.g. Vaara et al. 2006), we show how moral concerns are produced by reverting 
to the Orientalism discourse. It can be seen above how the Chinese markets are 
negatively framed and the practices are viewed as potentially harmful through 
the exemplification of experiences from Russia. Simultaneously the text entails a 
moral judgment where Russian practices are criticized. Altogether, the ‘othering’ 
problematizes and de-legitimizes entry to China, as the following excerpt 
illustrates: 
 
Yes, we’re only getting started with this. Probably the biggest challenge lies in how 
we are able to convince our product department here of the quality, effectiveness, and 
documentation of these product candidates. And there’s always the question of how 
likely it is that we will be able to get these products registered. And the job of the 
product department is to evaluate the file and all the available information and give 
an expert opinion on whether we have the courage to go along with this. Therefore, 
this is what I believe is the most critical point; successful collaboration. I believe we 
might find some interesting products there. It might even be interesting commercially 
thinking. But as an ethical company, we want to be sure that the products we are 
marketing are high-standard and meet all possible criteria. This is one thing. Then 
another thing which we’ll probably consider is how trustworthy the company in 
question is. And since we’re talking about Chinese markets, the traditional ways of 
assessing trustworthiness might be a bit more difficult to use. I am not familiar with 
their legislation or with how easy it is to get hold of the financial statements and such 
of different companies. And what financial state the opposite number over there 
might be in. It is difficult to operate with a company that is on the verge of 
bankruptcy. So these are the challenges I could imagine that exist. The most important 
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is probably the documentation of the products, in order for the products to get a sales 
permit here. (…) 
The case is, however, that it is not up to us. It is up to the authorities. And the 
authorities are quite unyielding when it comes to these things. The authorities have 
set certain standards, which have to be met no matter where in the world the product 
comes from. So we’re really left with no options except to help our partner to develop 
the file to meet the standards. Or then give up on it completely. That’s pretty much 
how it goes. (Business manager)  
 
Above, moral evaluation builds a potential barrier to market entry to China. The 
Orientalism discourse represents the other as “morally debased” (Prasad 1997, 
303) and moral evaluation is built through the exoticism of China (“since we’re 
talking about Chinese markets…”). The text implicitly creates a distance 
between the self and the other and is imbued by the Orientalist assumptions 
which are shown as the manager suggests that “traditional” means of evaluation 
do not apply with China. This type of talk commonly appears in situations in 
which the managers involved in CBP lack factual or personal first-hand 
experience. In effect, the managers tend to operate on the basis of ideological 
and stereotypical images of China. In addition, they assume that business 
experts are able to give an objective and rational evaluation of whether the 
company can or cannot pursue this business opportunity. The assumption 
constitutes the rational, expert-centered view of strategic management, as well 
as the neocolonial power asymmetries framing West/non-West business 
(Frenkel 2008; Jack & Westwood 2006).  
The excerpt above also shows how the commitment to China is represented 
through authorization rhetoric. The manager shifts responsibility for the final 
market entry decision to the experts in the company and the authorities. The 
reference to law is a way of invoking impersonal authority (van Leeuwen 2007, 
96). Here the manager depicts himself as an outsider without real power to 
influence the solution and distances himself from the potentially harmful 
responsibilities. This also distances the company from the decision and 
indirectly de-legitimizes entry into China by anticipating barriers to entry in the 
form of expert opinions and possible requirements on the part of the authorities.  
 
DISCUSSION 
 
At the beginning of the paper we argued that market entry situations provide a 
prime site in which the dynamics of establishing and de-establishing legitimacy 
for major strategic changes can be studied. Accordingly, the paper offers an in-
depth analysis of the dynamics of (de)legitimation concerning a major strategic 
issue, i.e. Finnish companies’ market entry into China. Our discursive-rhetoric 
analysis shows how strategy talk by the business managers and the China 
Business Project personnel constructed three types of struggles: timing, resource 
allocation and cultural distance. The struggles were informed respectively by 
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the global business discourse, the strategy discourse and the Orientalism 
discourse. Concerning all three struggles, the business actors used several 
rhetoric strategies to establish or de-establish legitimacy for the market entry 
decision (see Table 1.) 
 
Table 1: Discursive (de)legitimation struggles around Finnish companies’ market entry 
into China 
 
Discourse Struggles over Focus of (de)legitimation (De)legitimation 
strategies used 
Global business Timing 
Rhetorical attempts to 
convince that now is (not) 
the right time to enter the 
Chinese market 
Cosmological 
Mythopoesis 
Authorization 
Naturalization 
Exemplification 
Strategy Resource allocation 
Rhetorical attempts to 
convince that resources 
should (not) be allocated to 
market entry into China 
Rationalization 
Exemplification 
Orientalism Cultural distance 
Rhetorical attempts to 
convince that there is (no) 
considerable cultural 
distance between Finland 
and China 
Ontological 
Moralization 
Mythopoesis 
Authorization 
Exemplification 
 
Our analysis shows how the strategic direction was extensively discussed by the 
business managers and personnel of the project that we studied. Our findings 
suggest that the rhetoric legitimation strategies reported in prior research are 
also relevant in the context of our study. The finding that market entry into 
China involved three struggles and the use of several rhetorical legitimation 
strategies points out the contested  nature of strategy-making in the IB context 
(for similar findings see e.g. Erkama & Vaara 2010; Vaara et al. 2006) and 
illustrates in particular, the extremely challenging nature of Western companies’ 
thinking about setting up business in an emerging market. 
In addition to the detailed analysis of rhetorical strategies used, we also show 
how these are embedded in macro-level discourses. Therefore, our paper draws 
attention to the broader social context in which strategizing takes place (Vaara & 
Whittington 2012). The analysis illustrates how the global business, strategy and 
Orientalism discourses are deployed to both legitimate and de-legitimate market 
entry. The findings resonate with those of earlier studies (e.g. Erkama & Vaara 
2010; Vaara & Monin 2010) in terms of emphasizing neo-liberal, means-end 
based rationalizations of strategic direction and globalist framings of the 
inevitability of strategic changes. Our findings extend the findings of earlier 
studies on discursive legitimation in the IB context through the analysis of how 
22
  
 
the Orientalism discourse is used to oppose Western companies’ entry to non-
Western markets.  
The struggles over timing deployed the global business discourse to argue 
for and against the idea that now is the right time to enter Chinese markets. 
Even though some managers were hesitant about the power of this argument, it 
was also supported through several rhetorical strategies put forward by the 
business actors of the project. The strong tendency to legitimize the timing 
argument shows how Finnish companies’ internationalization strategies are 
embedded in the naturalization of the changes brought about by globalization 
(see also Vaara and Tienari 2011). Similar to our findings, earlier studies have 
also pointed out how neo-liberal ideology and global capitalism provide 
resources for the rationalization, justification, and support of the new 
organizational forms (e.g. Vaara et al. 2004; Vaara et al. 2006). 
The resource allocation struggles invoke the strategy discourse by 
underscoring the rationalistic planning-implementation logic as the basis of all 
market entry decisions. The strategy talk was framed by means-ends 
calculations, thus featuring rational, technocratic, hierarchical and expert-
centered ideas of the management of the future (Knights & Morgan 1991; Levy 
et al. 2003). These findings resonate with those of other studies concerned with 
the accentuated role of financial rationalizations when legitimating strategic 
changes (e.g. Vaara et al. 2006; Vaara & Monin 2010). The rhetorical strategy of 
rationalization was used by the managers in particular for purposes of both 
legitimation and de-legitimation, although the arguments opposing market 
entry were dominant in the struggles. 
The struggles over cultural distance illustrate how the rhetoric strategies 
informed by the Orientalism discourse were effectively used by the managers in 
particular to de-legitimize market entry to China. Overall, the (de)legitimation 
constituted spatial and ontological difference and distance from China. Using 
humanistic, cultural, and national argumentation for resistance has been found 
to be typical in the context of socially controversial organizational change (e.g. 
Erkama & Vaara 2010;Vaara et al. 2006; Vaara & Tienari 2011). The market entry 
situation, however, brings in elements from other discourses that furnish 
resources for de-legitimating strategic direction. In this way, our study extends 
the results of earlier studies through the illustration of how moralization and 
ontological legitimation in particular are informed by the Orientalism discourse. 
When looking at the dynamics of the three discursive struggles, we note that 
even though the Finnish companies’ market entry into China was firmly 
legitimized through several rhetorical strategies, the managers still tended to de-
legitimize their own companies’ market entry through the discursive resources 
provided by the strategy and Orientalism discourses. The interesting question 
and a subject for further study is ‘why did this happen’? Why did the 
legitimation based on the global business discourse not convince the business 
managers to take the decision to enter the Chinese market? Why did they 
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engage in the two other discursive struggles informed by two other discourses? 
Why did Finnish managers, not having a colonialist cultural background, rely in 
particular on the Orientalism discourse? Why was de-legitimation based on the 
Orientalism discourse needed to support de-legitimation drawing on the 
strategy discourse?  
We have provided some preliminary discussion on the topic. It appeared that 
buying into the global business discourse does not provide space for strategic 
agency of the managers. Strategy and Orientalism discourses, in turn, provide 
some resources for the managers to cope with the situation and regain a sense of 
control in the face of external forces (e.g. question the China hype). Yet, these are 
the type of questions that we propose for future studies to answer in more 
detail.  
 
CONCLUDING REMARKS 
 
Our aim in this paper was to support the idea that analyzing discursive-
rhetorical (de)legitimacy strategies is a fruitful way of learning more about 
strategy-making in business companies. Furthermore, we wanted to extend the 
research into new strategic events and decisions within the international 
business context. By applying Critical Discourse Analysis and rhetoric analysis 
we endeavored to show how to generate this type of new knowledge. As 
emerged in our study, this methodological approach was especially appropriate 
for producing finding out more on the linkages between macro-level discourses 
and micro-level strategy talk as well as the context specific struggles around 
these. This approach was particularly efficient in bringing to the fore the 
context-specific struggle over cultural distance, which was related to the 
neocolonial East-West aspect of the case that we studied. Therefore, our analysis 
in particular uncovered ideologies related to non-Western emerging markets. 
Overall, the approach underscores the power relations inherent in strategy-
making within the IB context, and concerning market entry issues in particular. 
Our analysis notably draws attention to the ways in which the three macro-level 
discourses gave rise to different kinds of struggles in which the strategists 
deployed various discursive-rhetoric strategies to establish the legitimacy and 
de-legitimacy of market entry.  
Finally, our study has some practical implications. As it appears, strategy-
making in relation to emerging markets is characterized by uncertainty due to 
the difficulty of obtaining systematic factual information early on in the process. 
In such a situation, the search for legitimacy is underscored, but at the same time 
the lack of factual information emphasizes de-legitimation through cultural 
stereotypes. We suggest that, from a business development point of view, 
strategic change projects benefit from the rapid construction of information. This 
can be done through positive examples of partnering cases, or through different 
types of fact finding operations, the aim of which would be to reduce 
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uncertainty. Factual descriptive information of the market could mitigate the 
tendency to draw on the easily available cultural resources, such as neocolonial 
imagery. More work needs to be done, however, in order to understand the 
dynamics between neocolonialism and strategy discourse in the IB business 
setting. 
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ABSTRACT 
 
The article explores the dynamics of discourse in the context of international 
business. More specifically, we analyze the power effects of discourse in a 
situation in which Finnish companies seek business opportunities on the 
Chinese market. Our CDA-based three-level analysis is based on rich empirical 
data including both official and informal texts. Our analysis of the discursive 
practice explicates how the organizational discourse of Finno-Chinese Business 
was informed by the strategy discourse but also by two other macro level 
discourses: the global business discourse informing the official texts and the 
Orientalism discourse informing the informal texts. The detailed micro-level 
analysis indicates how the multi-sided organizational discourse was 
simultaneously adopted and resisted by the managers and how the discursive 
struggle produced uncertainty in terms of how to evaluate the Chinese market 
potential. The results point out how the Orientalism discourse in particular 
provided resources for the managers to retain the subject position of the 
knowledgeable strategist in a situation framed by considerable strategic 
ambiguity.  
 
Keywords China, critical discourse analysis, international management, power 
relations, strategy discourse, subject position 
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INTRODUCTION 
 
Interest in language-related strategy research focusing on discourse (Knights & 
Morgan, 1991), narrative (Barry & Elmes 1997), and rhetoric (Eriksson & 
Lehtimäki 1998, 2001) has flourished for more than two decades. During the last 
decade, discursive approaches have become a distinct category of strategy 
research (Laine, 2010) with an emphasis on Critical Discourse Analysis (CDA) 
developed by Norman Fairclough and his colleagues. According to Phillips, 
Sewell and Jaynes (2008; see also Vaara 2010), CDA-based strategy research has 
often used Fairclough’s (1992, 1995) three-dimensional framework to address the 
micro, meso and macro levels of discourse separately rather than in tandem. As 
a result, strategy research lacks empirical analyses focusing on how micro-
linguistic features of strategy (strategy talk) are linked to social structures 
(strategy discourse external and internal to the organization). Overall, strategy 
researchers have expressed a need to examine the broader societal discourses 
within which strategizing takes place in addition to the analysis of micro-level 
strategy talk (Vaara 2010; Vaara & Whittington 2012).  
The purpose of this article is to contribute to the CDA-based strategy 
research through the investigation of strategy-making in the context of 
international business, i.e. the development of Finno-Chinese business. CDA-
based strategy research has previous been conducted in the context of 
international business (e.g. Vaara & Monin 2010; Vaara, Kleymann & Seristö 
2004; Vaara, Tienari & Laurila 2006) but the studies have addressed one or two 
levels at a time. One reason for the lack of analyses covering all three levels 
could be found in the tendency of prior studies to rely more on official and 
formal strategy texts (e.g. documents and other written material), or naturally 
occurring and publicly available data (e.g. media texts) than on informal 
strategy texts (e.g. personal interviews and participant observation data).  
Our three-year involvement in an international business development project 
provided us with excellent access and an insider view of how Finnish companies 
in a specific business area strategize their future opportunities within the 
Chinese market. Our analysis focuses on how the micro-linguistic and macro 
social aspects of strategy-making were interlinked, and with what kind of power 
effects. Our CDA-based three-level analysis explores how the organizational 
discourse of Finno-Chinese Business was influenced by three external 
discourses, strategy, global business and Orientalism, the first two of which 
failed to provide adequate linguistic resources for the evaluation of the potential 
of the Chinese market. We further elaborate on how the organizational discourse 
was both adopted and resisted by the managers involved and how this process 
produced uncertainty in terms of how to define the potential of the market. 
Finally, at micro level we show how Orientalism enables the construction of 
authority positions (Vaara 2010, 41). In specifc, our analysis outlines how the 
Orientalism discourse, as used in informal strategy texts, provided resources for  
3
  
 
managers to retain the subject position of the strategist in a situation framed by 
strategic ambiguity. Therefore, our results point out the adeptness of top 
managers in retaining their subject position as the knowledgeable and strategist. 
As we will show in our empirical analysis, informal strategy texts (e.g. 
informal discussions, face-to-face interviews) can play a key role in the 
construction of strategy-related power effects. In our study, the official strategy 
texts were dominated by the strategy discourse and the global business 
discourse, which provided rationalistic and politically correct vocabulary for 
strategy-making but did not provide enough resources for the managers to 
accomplish their strategizing task, i.e. evaluate the market potential and the 
business opportunities for their own companies. In this situation, the informal 
strategy talk drew extensively on the Orientalism discourse, the vocabulary of 
which is not politically correct and therefore rarely used in official strategy texts. 
The Orientalism discourse (Said 1978/2003) describes how Western domination 
is achieved across a West/East dichotomy. Postcolonialism generally concerns 
the history of European expansion between 1492 and 1945 (Young 2001, 5) and 
Said’s analysis of Orientalism as a discourse originates from a literary analysis of 
the representations of  British and  French rule over their respective colonies (the 
Middle East). The postcolonial perspective does not, however, necessitate a 
material colonial history as the discourse involves a “disembodied knowledge, 
representations that could develop prior to any material experience of the east” 
(Young 2001, 400). While the official texts provided good material for studying 
the power effects of the strategy discourse and the global business discourse, the 
power effects of the Orientalism discourse could not be examined from the 
official texts. Although much more difficult to analyze than the almost self-
evident strategy and global business discourse, the Orientalism discourse had 
considerable power effects in terms of consolidating the managers’ subject 
position as knowledgeable strategists. 
In the following sections, we first outline how the three levels of CDA can be 
used in tandem. Thereafter we describe how we conducted our case study and 
explain the path of analysis across the three levels. We then present the 
empirical findings, addressing each of the discursive levels individually and 
denoting their inter-linkages. Finally, we discuss the contributions of our study 
to the critical discursive studies of strategy. 
 
CDA-BASED STRATEGY RESEARCH 
 
The integration of the three discursive levels (discursive practice, text, and social 
practice) differentiates Fairclough’s (1992, 1995) CDA from other discursive 
approaches. The discursive practice (meso level) acts as a mediator between the 
text (micro level) and the social practice (macro level). The purpose of the CDA 
framework is to enable an analysis of the effects of discursive practice on the 
social practice to which it belongs (Fairclough 1992:85–86, 231–238). Another 
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goal of CDA is to uncover naturalized ideologies and their societal effects 
(Fairclough 1995, 28). To that end, CDA can be used to examine how taken-for-
granted ideas condition micro and meso level discourse, and how these feed 
back to the macro level discourse. Furthermore, CDA makes it possible to 
examine variation in language use in a way that elaborates, not only dominance, 
but also resistance (Fairclough 1992, 95).  
Much of the CDA-based strategy research focuses on the micro level. 
Empirical studies have provided fine-grained analyses of how strategy talk 
naturalizes airline alliances (Vaara et al. 2004), how global industrial 
restructuring in the pulp and paper industry is legitimized (Vaara et al. 2006), 
how organizational actors mobilize strategy discourses to produce or resist 
various subjectivities (Laine & Vaara 2007), and how power effects are 
implicated implied in strategy documents (Vaara, Sorsa & Pälli 2010). A good 
number of CDA-based strategy research takes place within the international 
business setting. These studies (Vaara et al. 2004; Vaara et al. 2006; Vaara & 
Tienari 2002) indicate the societal origins of discursive strategy practices, e.g. 
linkages to neo-liberal ideology and global capitalism as well as to nationalistic, 
cultural and humanistic societal discourses. Phillips et al. (2008) as well as Vaara 
(2010) have noted, however, that these studies do not focus specifically on the 
linkages across all three levels of CDA.  
Phillips et al. (2008) provide an interesting case study intended to advance 
the use of CDA in strategy research. In their article, the authors identify three 
approaches within strategic management: ‘Strategy as Shared Meaning’, 
‘Strategy as Text & Talk’ and ‘Strategy as Truth’, each of them aligning with one 
of the analytical levels of CDA. Phillips et al. (2008) present a case study in order 
to illustrate how Fairclough’s integrative framework can be applied. The authors 
use a case study on a five-year strategic change project in a large international 
banking and financial services institution to illustrate their study. The project 
was focused on transforming employee attitudes in order to achieve a high-
performing organization. The training of change agents among the employees 
was central to facilitating change in individual business units. At the macro 
level, the authors show how discourses external to the organization were 
invoked in order to support knowledge and Truth within the organization 
(legitimizing the change program). At the meso level, they outline how specific 
organizational discourses, constructing ideal and appropriate ways of conduct 
(that will promote the strategic change) were constructed with the resources 
provided by external discourses. Rather than assuming that macro discourses 
define organizational strategy-making, the authors analyzed how and to what 
extent external discourses were internalized. Their finding was that the truth 
effects created through the internalization of external discourses created a sense 
of urgency and inevitability regarding strategic change. At the organizational 
(meso) level, the authors highlight the need to address the subject positions 
authorized by the organizational discourse. Here, the authors also showed how 
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the internalization of the external discourses produced an ideal change agent.  
They also identified how the change agent trainees formed groupings, some of 
them supporting the organizational ideals (acceptance) and some of them 
practising overt or covert resistance. Finally, at the micro level, the authors 
identified local narratives that were developed in response to the truth effects of 
the organizational discourse. In particular, it was noted that authoritative 
narratives and support for change were apparent in official materials and 
situations, while resistance occurred in informal settings (through ironic or 
counter narratives) such as the interviews with the change agents and other 
employees.  
The methodological model proposed by Phillips et al. (2008) provides a 
useful starting point for our case study. Our aim, however, is to combine their 
model as a whole with the tradition of conducting a more detailed textual 
analysis at the micro level. Detailed micro level analysis of strategy texts is in 
fact perceived to be the decisive feature that differentiates the CDA from 
Foucauldian discourse analysis (Chouliarki & Fairclough 1999). 
 
CONSTRUCTING THE CASE: THE CHINA BUSINESS 
PROJECT (CBP) 
 
Our study is based on a three-year intensive case study (Eriksson & Kovalainen 
2008, 2010) of a practical business project focusing on the development of Finno-
Chinese business relationships (hereafter referred to as the China Business 
Project, CBP). The CBP was initiated by Finnish actors and funded from Finnish 
sources. Most of the CBP’s personnel were located in Finland but the project also 
had a Project Director and Project Manager in China. The main aim of the CBP 
was to serve as a platform for the generation of new business opportunities 
between Finnish and Chinese companies and universities. The project was 
carried out within a knowledge-intensive industry sector where scientific 
research constitutes an essential part of the business. This is why research 
groups from a Finnish university were also involved in the project. Ten 
companies (Finnish-owned small and medium-sized companies and Finnish 
affiliates of multinational companies, hereafter referred to as ‘Finnish 
companies’) joined the CBP in order to explore, evaluate, and develop their 
business operations on the Chinese market. Thus, the CBP had a strong strategic 
emphasis for the companies involved.  
The co-authors of this article were actively involved in the CBP and had a 
chance to collect extensive material including participant observation data, 
interviews, and various types of documents. The analysis of the macro and meso 
level discourse is based on participant observation data and documents and the 
micro-level analysis is based on face-to-face interviews with the top managers 
participating in the CBP. The interviews were conducted in the early phases of 
the project with the purpose of gaining background information that would help 
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to plan and coordinate the project according to the participant’s wishes. 
Altogether, seven managers from different companies were interviewed. Most 
of the interviewees’ companies were exploring the potential of the Chinese 
market at the time of the interviews while some already had minor operations in 
China. The discussions covered issues such as the companies’ prior experience 
of and connections to China, their expectations for the market, as well as their 
anticipation of possible challenges and the support they would hope to obtain 
from the CBP. We had sent the managers a thematic list of issues to be covered 
in the interviews and the interviews assumed a natural conversationalist flow.  
The issues discussed with the managers included strategic ideas in real time 
rather than providing a retrospective account. Therefore the personal interviews 
captured more the “lived” rather than “reported” experience of strategizing 
(Samra-Fredericks 2003, 142, italics in original). According to Clegg, Carter and 
Kornberger (2004, 26), “talk of resources, capabilities, markets, threats, futures”, 
is the “lingua franca of strategy”, and therefore we identify the interviews and 
the seminar discussions as strategy talk. Strategy talk refers to the actual talk of 
the strategists, which constitutes and created ‘truths’ (Samra-Fredericks, 
2005:809). The rationale for looking at strategists’ talk emanates from the 
recognition that it is “through talking that strategists negotiate over and 
establish meanings, express cognition, articulate their perceptions of the 
environment (etc) and from this basis, legitimate their individual and collective 
judgements” (Samra-Fredericks 2003, 143). The top managers interviewed (with 
titles such as CEO, Head of Business Development or Head of Research) were 
responsible for their companies’ China strategies (not necessarily referred to by 
this name). Thus, the interviewees were strategy-making agents both within 
their own companies as well as in the CBP. In addition, our data includes eight 
up-dating conversations about the companies’ progress during the project.  
Our study shows that to be able to fully benefit from the three-level CDA 
framework, a wide selection of empirical materials (including official and formal 
as well as unofficial and informal data) is probably needed. Gaining such access 
to companies and other organizations is not always possible due to 
confidentiality issues among others. This is also why we enjoyed better access to 
the materials produced by the Finnish participants than the materials produced 
by the Chinese participants. Our analysis therefore focuses on the strategy 
discourse of the Finnish participants of the project. 
 
THREE LEVELS OF DISCURSIVE ACTS IN THE CHINA 
BUSINESS PROJECT 
 
Macro level: The strategy, global business and Orientalism discourses 
The analysis of the official project materials (e.g. project plan, project reports, 
seminar materials, brochures etc.) showed that the macro level strategy and 
global business discourses were effectively internalized into the CBP. The whole 
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project was focused on providing opportunities for Finnish companies in 
particular through the utilization of business-related aspects of globalization. 
The main aim of the CBP was to create a platform that could be used to initiate 
co-operation between Finnish and Chinese companies. The underlying 
assumption was that the increased co-operation would eventually result in a 
win-win situation, i.e. company growth for both parties, the Finnish and the 
Chinese. Overall, the main ideas of the CBP were based on a rationalistic view of 
business creation (i.e. plan, analyze, and implement). Formal assessment of the 
Chinese companies selected (potential partners for the Finnish companies) and 
the evaluation of the market potential in China were considered to be the main 
activities of the CBP. The commercial focus of globalizing business activities was 
also dominant in the scientific sub-projects, which were carried out by 
university researchers involved in the CBP. The participating Finnish companies 
were promised an opportunity to utilize the scientific results from the university 
sub-projects for the development of new business ideas.  
For the knowledge-intensive companies involved in the CBP, the global 
business discourse constituted a situation in which knowledge is scattered 
around the globe, and companies need to utilize every opportunity to acquire 
and integrate that knowledge in order to generate value (Kao 2009). The CBP 
made effective use of the idea that off-shoring can be applied to product 
development in addition to the practice of taking labor-intensive activities to 
low-cost nations (Lewin & Peters 2006). While sourcing to China has been linked 
to the motivation of cutting costs, the new trend is that European companies 
look for new locations, not only for manufacturing, but also for their R&D 
activities (Alajääskö, Boegh Nielsen, Rikama & Sisto 2011). In fact, China is the 
most common destination for Finnish companies sourcing their engineering 
functions abroad (Alajääskö et al. 2011). Drawing on these aspects of the global 
business discourse, the CBP had its main focus on finding opportunities for co-
operation at the high-end of the value chain. Manufacturing and the purchase of 
product components were considered to be peripheral interests.  
Whereas the strategy and global business discourses were easy to identify 
from the formal project texts, another macro level discourse, Orientalism, 
required detailed micro-level analysis of informal texts. China has been ascribed 
both geographical and cultural distance from the Western world. As Finland is 
traditionally represented as a relatively homogenous and closed nation (Paasi 
2002), it was no great surprise as such that cultural stereotyping and Othering 
prevailed in the informal texts. Even though the opening of national boundaries 
is questioning and shaping the homogenous national identity (Paasi 2002), 
compared to its Scandinavian counterparts, Finland’s rankings in the 
international atmosphere on the international scale are much lower.  A look at 
the statistics from the Global Benchmark review (Dyrholm Holst, Venbjerk 
Hansen & Orbech 2011) reveals that Finland is outrun by all the other 
Scandinavian countries in terms of attitudes towards internationalization 
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(Sweden ranks 1t while Finland comes 12) while for cultural openness the 
findings are even more striking (Sweden ranks 6 while Finland ranks 17) . One 
reason for this may be that the number of foreign residents has been lower in 
Finland than in the other Nordic countries (Aiginger, Okko & Ylä-Anttila 2009).  
The Orientalism discourse informing the discursive practice of the CBP is 
based on opposite binary conceptions, which constitute a hierarchical system 
where the West represents civilization, rationality, normality, and progress 
against the Other’s backwardness, irrationality and difference (Said 1978/2003; 
see Prasad 1997 for a summary of colonial binaries). In this binary system, 
Finland represents a Western industrialized market, whereas China represents 
an emerging Eastern market. The postcolonial perspective constitutes a 
widespread ideological movement of Western dominance where the West’s 
perceptions of the non-West are continuously shaped by colonial assumptions 
(Prasad 1997, 2003; Young 2001). In the context of management studies, 
“postcolonial critiques focus on the ways in which the unequal and uneven 
relations between the first and the third worlds mold management discourses 
and practices” (Frenkel 2008, 925).  
While the organizational discourse of CBP drew on colonial categories, the 
stereotypes of business culture constituted an additional basis for othering. 
Vuola’s (2008) analysis of Finnish guidebooks on Chinese business culture and 
business manners is a good example of the way stereotyped representations 
dominate descriptions of the Chinese. Accordingly, the guidebooks provide 
essentialist descriptions representing China as strange and difficult, even 
impossible to understand from the Westerner’s point of view (Vuola 2008).  The 
informal texts of the CBP in particular drew on the colonial and essentialist 
descriptions, in which the Chinese way of organizing meetings, for instance, was 
described as “messy” and the patenting practice (lack of international patents) 
was considered to be in dire need of teaching by the Finnish business actors. 
 
Meso level: The discourse of Finno-Chinese Business 
The three macro level discourses (strategy, global business, and Orientalism) 
informed the organizational discourse of the CBP in various ways. While the 
official strategy texts (documents, formal seminar presentations) drew on the 
strategy and global business discourses, the informal texts (internal project 
meetings, small group conversations, interviews/follow-up discussions) were 
also informed by the Orientalism discourse.  
In the official texts, the organizational discourse was built upon the idea that 
the competitive analysis of the global environment showed that the Finnish 
companies were faced with a strategic time window in terms of extending their 
operations to China. In the same spirit, the organizational discourse operated on 
the notion of systematic formal screening and evaluation of the market, which 
other researchers (Russow & Okoroafo 1996; Whitelock & Jobber 2004) have 
identified as the key strategic activities of international operations. The 
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organizational discourse of Finno-Chinese Business further outlined co-
operation and networking as core issues for conducting business in China. The 
official project plans describe the interests from both the Chinese and Finnish 
sides. The importance of constructing governmental ties as means to establish 
presence in China was particularly highlighted. In this context, the development 
of Finno-Chinese business relationships and a specific China strategy for each of 
the participating companies was introduced as a necessity for future success. 
This necessity and the related taken-for-granted ideas were occasionally 
opposed in seminar discussions in which some of the company managers called 
for better justification for the necessity of ‘going to China’.  
Drawing on the strategy and global business discourses, the urgent call to act 
rapidly on the strategic time window was also enforced in the informal texts. 
Further, it was recognized that the CBP should strive for a strategy that would 
allow competitive advantage compared to other Western actors entering China. 
In example, it was recognized that many Euroepan firms are already 
collaborating with the Chinese. This forced the CBP to reconsider its strategic 
advantage which originally was based on entering the virginal markets in 
China: “In future we should look beyond Shanghai. As we have visted many of these 
companies, thinking that we are the first ones, only to learn that they already have many 
European companies in their track regord. This is where we should be able to 
differentiate from those Norwegians and Swedes” (Project Director, Finland). Also 
the win-win aspirations were talked in the seminars and it was suggested that 
the CBP should “aim for mutual benefit” which could be done by dividing 
“markets China for Chinese and Europe for Finnish” (Project Director in China). 
However, when analyzing the informal texts further, we discovered that the 
strategy and global business discourses were combined with the discourse of 
Orientalism and this combination resulted in counteracting truth effects 
concerning the business opportunities in China. In the informal texts, the 
evaluation of the market potential was framed by power hierarchies reflecting 
the colonial world order. In particular, the expert position of Finnish companies 
in evaluating the level of innovation, science and international potential of the 
Chinese companies was foregrounded. As a consequence, the Finnish companies 
were represented as key agents in guiding the Chinese to expand to Europe. The 
Orientalism discourse then provided a particular resource when evaluating the 
scientific orientation of China. The Western tradition of rational science was 
contrasted with that of Oriental science, which draws, not only on scientific 
rules in Western terms, but also on mysterious cultural traditions such as 
Chinese medicine. Moreover, Chinese companies’ business culture was framed 
as “oldfashioned” as it is based on joint ventures and acquisitions, not vertical 
collaboration. Further, it was perceived that these former state-owned 
companies generally “expect returns too quickly”, making them unsuitable for 
long-term innovation processes. All this was perceived as “a matter of education” 
implying that Finnish partners could introduce the Chinese with modern 
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business practices and innovation management. Altogether, at the meso level, 
Orientalism enabled to construct a sense that the strategic opportunity for the 
CBP arises from the expertise of the Finnish companies who can step in to 
Europeanize and modernize Chinese practices. Especially it was regarded that 
the Chinese will need a Finnish/Western partner because of their “weak” 
internationalization knowhow. Helping Chinese companies with their entry to 
European markets was considered as the “biggest opportunity” for the CBP. 
This indicates how the colonial vocabulary and the respective hierarchy 
framed the organizational discourse. Overall, the us/them distinctions in the 
informal texts in particular reproduced a home-centric (i.e. firm-centric) 
ideology, which has been suggested to dominate both strategic management 
and international business discourses more widely (see Brannen & Doz 2010). 
 
Micro level: retaining the subject position of the strategist 
In what follows we focus on how managers’ talk  on market evaluation responds 
to the counteracting truth effects of the organizational discourse drawing on the 
strategy, global business, and Orientalism discourses. Informal face-to-face 
interviews were conducted at the beginning of the CBP when the managers had 
no personal experience on which to base their evaluations. While the official 
texts did not provide much information, the managers were plagued by 
uncertainty when trying to evaluate their companies’ business opportunities in 
China. Evaluation of emerging markets is in general deemed problematic due to 
the complexity and continuous change that characterizes these markets (Jansson 
2007, 107). In our case, the complexity was exacerbated by the lack of accurate 
factual information. In this situation, the Orientalism discourse provided the 
managers with “disembodied knowledge” (Young 2001) and an adequate 
“vocabulary” (Prasad 1997, 304) on which to base their evaluations. Therefore 
the Orientalism discourse served as a socially available resource, enabling the 
managers to cope adeptly with uncertainty and to construct a sense of 
familiarity and meaning around China. In particular, the Orientalism discourse 
enabled them and put into effect a subject position from which the managers 
could strategize, i.e. make sense of and provide evaluations concerning China.  
In the following, we analyze three extracts of micro-level strategy talk which 
unveil the processes of adopting and resisting the organizational discourse in 
terms of evaluating the Chinese business environment, business potential, and 
the potential for R&D collaboration. The three extracts represent various aspects 
of market evaluation and illustrate the uncertainty and ambiguity concerning 
the market. They moreover show how the Orientalism discourse provides 
resources for coping with the uncertainty and how it offers a subject position 
from which managers can make evaluations without accurate information or 
extensive personal experience of the Chinese market. These three quotes come 
from interviews with different types of participant organizations and they were 
primarily selected based on their coverage of the three key aspects of market 
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evaluation within these interview texts as well as the CBP as a whole (talk about 
business environment, general business potential, and potential for R&D). 
Moreover upon choosing the quotes we wished to select such quotes that 
illustrate how the macro level discourses intertwine at the textual level. 
 
Constructing the Chinese business environment 
 
Manager 1: (…) Anyway, we constantly interact with pretty much the largest (…) 
*companies in the world. And we have even, to some extent, already assisted these 
types of start-up (…)*companies, with networking that is. So we act as a platform for 
creating new contacts, which could be extremely valuable for, say, some Chinese 
company. For example, right now, we have a deal with a (…)*company which is 
among the ten largest (...)* companies in the world and they want us to include data 
from Asia in our research (…)* they are interested in. So in this case we’ll probably be 
thinking about Chinese data in particular. In other words, we have a major need to 
gather this data from China. Because our clients might wish or even insist on this data. 
We could also go with Japan in this case, but China is perhaps more approachable. 
And we can talk about any possible problems. There are, after all, major problems 
with these Asian countries involving ethical and data security issues. Their standards 
are so different. Say, collecting these consents has turned out to be quite difficult. 
They’re not used to giving consents and we insist that consent is given, that these 
people have consented to the use of their samples in the research. In addition, the 
consent must include a mention that the sample will be used for commercial purposes. 
So the consent must enable commercialization because we will of course 
commercialize the results. So these consents aren’t required by ethical committees, 
but rather by our clients. Our clients want to see what the consent is like and the chain 
must be watertight from the very beginning, i.e. that the permission comes from the 
person giving the sample. We’ve had some problems concerning consent issues with 
these Indians. They couldn’t understand this viewpoint at all. And I rather suspect 
the Chinese, I don’t actually know yet, how they will feel about this. Then there are 
countries who don’t want to send their samples out of the country. For example, there 
are even some countries in Europe who don’t allow their samples to be sent out of the 
country. So the question of whether these samples can be sent from China to Finland 
is quite important. Other companies might be interested in these types of questions as 
well. It is an important question on Project level; is sending samples out of the 
country allowed at all, and if so, what permits are required? Take Russia, for example, 
Russia allows samples to be sent out of the country, but getting all the required 
permits takes a year. In practice this means that we’re not interested. It is no use 
waiting a year for an import permit. It would result in a ridiculous delay for these 
projects. So there is this strange bureaucracy concerning these formerly communist 
countries. I don’t even know about China, because we haven’t yet attempted to bring 
samples over from there. So we haven’t run into these problems yet. But I anticipate 
problems with China based on what I’ve seen elsewhere.  
* Details indicating for the specific industry have been removed 
 
In the beginning, the manager draws on the global business discourse referring 
to a strategic necessity for the development of the China business and identifies 
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possibilities for collaboration. The text constructs opportunities for mutually 
beneficial relations where the company’s global networks would be “extremely 
valuable” to the Chinese counterpart while allowing the Finnish company to 
cater for their “major need” to extend their business to China. Speculation over 
different alternatives for market expansion results in favoring China over Japan 
because of its approachability. The comparison of China and Japan sets off a 
textual shift in which the manager talks about the problems related to China and 
other Asian markets. Through the inclusive expression “these Asian countries” 
the text homogenizes Asian markets and makes an implicit assumption that they 
all entail serious problems. The problems encountered in other Asian markets 
are then paralleled to those in China. The colonial divide, in general, is 
characterized by homogenizations of cultural identities and populations (see 
Özkazanç-Pan 2008), where negative representation of the Other is a means to 
achieve dominance (Van Dijk, Ting-Toomey, Smitherman & Troutman 1997). 
The expressions “any possible problems” and “major problems” and “at all” 
stress the severity of the challenges faced when expanding business to Asia and 
China. The text therefore constitutes a homogenous expectation and 
problematization of the Asian markets. The perceived proximity to China is 
revoked through ‘othering’ (Said 1978/2003, 2.), which challenges the potential 
for opportunities and collaboration with the Chinese. 
The way Asian markets are equated with China shows how the text operates 
ideologically, drawing on the taken-for-granted ideas. In the statement “And I 
suspect the Chinese, I don’t actually know yet, how they will feel about this”, 
the connector “and I rather suspect” rhetorically links China to the problems 
that were earlier connected to Asia. The second clause, however, mitigates the 
negative connotation by raising doubt in terms of not having actual firsthand 
knowledge. This speculation is typical of the strategy talk in the context of the 
CBP. Being at an early stage of learning about Chinese markets the managers 
lack information and personal experience about Chinese markets. Because of 
this, the cultural assumptions frame the constitution of the markets. The excerpt 
further indicates how the Orientalism discourse constitutes a knowledge base 
according to which the Chinese markets can be evaluated even when other 
forms of knowledge are lacking.  
Communism serves as another point of demarcation at the micro-level. 
Explaining the difficulties related to Russia, the text parallels these to China. 
This is achieved by reference to “these formerly communist countries” in the 
plural: the expression creates incongruence as Russia is the only example that is 
mentioned in the text, but the rhetorical act of using the demonstrative pronoun 
“these” associates China with communism and henceforth with the descriptions 
attached to Russia. The negative associations of communism create a 
comparison to the market economy prevailing in the Western markets, and the 
difference and negativity of the description is further intensified with the use of 
evaluative adjectives “ridiculous” and “strange”. While the former creates a 
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sense of superiority through disdain the latter emphasizes the Otherness and 
difference from oneself. This embodies the colonial assumptions regarding the 
scientific nature and rationality of the West and the irrationality and superstition 
of the Other (Said 1978/2003). The mention of Russia gains a specific cultural 
meaning for the East/West distinction. It serves as a carrier of negative 
associations because Russia has represented Finland’s ‘Other’ in most Finnish 
history reviews (Antonsich 2005, 294). Overall, the strategy talk questions the 
possibilities to operate on the Chinese markets by invoking strong cultural and 
political difference. The excerpt further shows how assuming the Orientalist 
knowledge base leads to downplaying the potential of the China business while 
the global business discourse constitutes a more positive starting point for it. 
 
Evaluation of business potential  
 
Manager 2: And this second question; how strong we consider this potential. I would 
say we consider the potential strong. But not in the same way as we did with India, 
because, as a company, we went over there, I wouldn’t say too late, but among the 
last companies. In a way we were already in a situation where so much was already 
quite a bit ready made over there. So we could make good use of India as an 
opportunity. As with this China thing, inside our company we have estimated that 
the potential will be realized, not right away, but in two to three years. Of course it 
could happen even sooner. But now that we’ve been sussing out these companies, 
we’ve noticed that they do not really have the capacity yet. But I believe a lot of 
possibilities, and also possibilities for cooperation, will be coming our way from that 
direction, just maybe not yet. So we believe that China is important, potentially even 
very important to us, but not in the same way as India. This is because in India you 
have a quite a wide selection of companies to choose your preferred partners from. So 
you can really just choose for yourself who you wish to collaborate with. So in China 
we ran into problems with the fact that the companies have mainly operated on the 
Chinese markets and aren’t familiar with European legislation. So it’ll take time 
before they can reach that level and make use of their own competence in such a way 
that they are able to manufacture products that meet the requirements of European 
officialdom. So this won’t happen overnight. I believe, however, that they are willing 
to go through with these developments and are enthusiastic about them. But it will 
probably take time until this growth curve is complete for them. Of course, it might 
be that my estimate of two to three years is too cautious. It might happen sooner. (…)  
 
At the beginning, the global business discourse is again aligned with the 
evaluation of the market potential. Thereafter a comparison to yet another Asian 
market, India, is introduced. While in the previous excerpt India was a basis for 
equating cultural behavior now it provides a basis for hierarchicalization, which 
is a dominant colonizing practice in the Orientalism discourse. In the above 
excerpt, hierarchicalization takes place through the comparison of the 
development stage of China and India. Comparing the closeness of the two 
countries to the West, India is ascribed as more “ready made”. The text 
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constitutes what Priyadharshini (2003, 177) calls ‘double difference’: while 
creating a negative difference from the advanced economies and a positive 
difference from the backward ones, the text sustains and stabilizes a larger 
global hierarchy.  
Mapping and hierarchicalization of the emerging markets is an essential part 
of the international business discourse, which takes Western modernity as a 
norm and suggests that all markets will eventually follow a common, Western 
trajectory of development (Jackson 2012; Young 2001, 54). Emerging markets are 
typically described “at an earlier stage of the same development path followed 
by advanced countries” (Sakarya, Eckman & Hyllegard 2007, 214). Steve 
McKenna (2011) identified how North American business leaders described the 
economic development of China and India in terms of the Orientalist 
assumptions of economic development. He notes how the direction of the 
development is prone to ambiguity because these countries may actually come 
up with new rules. In contrast to the North American leaders studied by 
McKenna, the Finnish managers assumed that China can eventually be 
persuaded to follow the Western model of economic development. Locating 
China at the beginning of the development path further mitigates the necessity 
to enter Chinese markets right now. 
Colonies have traditionally been assigned to the role of “providing resources 
to enable the development of Western economies rather than industrializing in 
their own right” (Young 2001, 49). Some discussions assimilate globalization 
into colonial domination, where the Western outsourcing operations in the 
developing and Third World countries are seen to replicate old power structures 
(Banerjee & Linstead 2001; Young 2001). In the excerpt above, the power divide 
is enacted in expressions such as “make good use of” and being able to “choose” 
that position India and China as the objects of Western expansion. In the binary 
system, West is described as the active colonizer positioning and the non-West 
as the passive object (Prasad 1997).  
Overall, strategy talk draws on the development discourse implying that 
everyone should pursue the Western model. The discussion about the point in 
time when China might “reach that level” and be able to “make use of their own 
competence” to “meet the requirements” provides examples of business jargon 
constituting the Western model as the ideal for the emerging markets (see 
Prasad 1997, 291). While the strategy talk represents the market through a 
colonial evaluation, downplaying business opportunities in China, the 
Orientalism discourse provides the strategists with a powerful subject position 
as a representative of the developed nation. From this position the managers are 
able to evaluate the Chinese markets despite the lack of accurate knowledge and 
personal experience of the market. 
The extract also indicates how the basic ideas of Orientalism are challenged 
through a textual turn-taking, where the subject position of the strategist is both 
enforced and undermined. The text first recognizes China’s potential (“I would 
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say we consider the potential strong”) but in the following sentence that 
potential is narrowed down (“but not…”). Besides the textual order between the 
dominant and counter discursive elements, there is a difference in the use of 
rhetoric. The colonial hierarchy is enforced by factualizing the negative 
evaluation of China’s potential development (referring to the speaker’s own 
observations and experiences such as “in China we ran into problems” and 
factual assertions such as “So this won’t happen overnight”). Occasionally, 
however, the rhetoric outlines some business potential when rebutting the 
truthfulness of the projections made by the strategist (“It might happen 
sooner”), thus leading to ambiguity about Finno-Chinese business.  
 
Potential for finding innovative products from China  
 
The last extract is from a manager’s description of his company’s interests in 
China. The manager has cited three categories of products that are of specific 
interest for his company and from there the talk continues in the following way: 
 
 
Manager 3: (…) So these are the three main categories. As I have understood the 
gamut of sought-after products or interest areas is so broad that we should be able to 
find something. But of course when speaking of a highly competitive field, such as 
(…)*, we should be able to find a very innovative product, one that could hold 
something new for these markets.  I hate to say it, but my belief is that nothing will be 
found for these products in that region. I think the answers for these (specific product 
area removed) must be found elsewhere. The products found on Chinese markets 
are probably better to be used as supplementary. (…)* Given, there might be 
something in the field of (…)*; we have found some products in the Chinese markets 
for (…)*. I think it is this X, (…*), which has its roots in the Chinese markets. Or Y. But 
even with the development of these products, some Western company has been 
involved, driving the development forward. There might be some billets, but we do 
not know.  
* Details indicating for the specific industry have been removed 
 
The text first constructs a positive stance towards business opportunities in 
China. The uncertainty about the potential is apparent in the expression “they 
should be able to find something”. Thereafter the manager draws on the 
Orientalism discourse in order to evaluate the potential for innovative products. 
The extract shows how the juxtaposition of China and the West is constructed 
through the binary hierarchies. The condescending expression “I hate to say it” 
induces a power hierarchy. Contrasting “that region” with “elsewhere” 
demarcates China from the West and shows how the assumptions of the 
Orientalism discourse are embedded in strategic evaluations. Evaluative talk 
representing the expertise of the manager is part of the market evaluation but it 
also reproduces a colonial order. The text positions the speaker as an evaluator, 
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who pronounces a judgment according to which China cannot meet the upper 
level needs. The judgment is linked to universalist ideas of development and the 
‘static’ role of the Other (Young 2001, 49). The use of modalities such as “must 
be found” draws on factualization as a means to produce colonial domination 
and depicts how the Orientalist knowledge is assumed. Voicing doubts about 
finding “innovative” products from China values the Western markets higher 
and recreates the hierarchy between developed and backward. Naming Chinese 
products as “supplementary” broadens the gap and positions China at the 
center/periphery continuum (see Prasad 1997, 291).  
The third extract shows in detail how the representation the Other produces 
a self-image (Said 2003, 1–2). The role and superiority of Western actors is 
further intensified through the creditation of some successful Chinese products 
for the Western co-developer. Postcolonial critiques of international business 
pinpoint the tendency to depict Western corporations as the source of 
managerial knowledge, which is transferred to and replicated in local 
subsidiaries (Jackson 2012; Mir, Banerjee & Mir 2008). For Finland, the 
Westernizing discourse has provided a means of creating a ‘Global Finland’ and 
identifying oneself with the technologically advanced nations of the West 
(Antonsich 2005, 292). Hence the developed/backward juxtaposition is 
constructed here on the basis of a wider China/West axis. Overall, the extract 
shows how the opportunities in R&D are downplayed rather than supported by 
invoking colonial imagery. Ending with the notion of some opportunities 
possibly existing without the knowledge of the company mitigates 
managerialism related to market evaluation and introduces elements of 
ambiguity.  
The detailed textual analysis points out how micro level talk is organized 
around three discourses, the combination of which constructs uncertainty and 
ambiguity in relation to the Chinese market. The analysis further shows how the 
Orientalism discourse was used to downplay and challenge the business 
opportunities in China and how this enforced the hierarchical and expert-
centered ideas of strategy as well as the binary opposition between ‘us’ (the 
West/Finnish company actors) and ‘them’ (non-West/Chinese actors). The 
discourse of global business, in turn, was used to enhance business potential and 
plans for collaboration, and this also provided a means to challenge the power 
hierarchies established by the Orientalism discourse. The main findings across 
the three discursive levels are summarized in Figure 1. 
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Figure 1: Three levels of discourse and their power effects 
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DISCUSSION 
 
Our analysis contributes to the CDA-based strategy research by illustrating the 
power effects of discourse across three levels. Furthermore, the analysis extends 
the CDA-based strategy research conducted within the international business 
context, which has earlier addressed one or two discursive levels at a time (e.g. 
Vaara & Monin 2010; Vaara et al. 2004; Vaara et al. 2006). Through the analysis 
focusing on all three levels, we outline the discursive chain, explicating how 
broader discourses are internalized into organizational conceptions which then 
actualize through the micro-level talk which “from a bottom-up perspective… 
give life to the organizational level discourses” and consequently feed back to 
meta-level ideas (Vaara 2010, 34-35).  
More specifically we show how three external discourses from the social 
context (the strategy, global business and Orientalism discourses) are used to 
produce truth effects in the organizational discourse on ‘Finno-Chinese 
business’, and how the organizational discourse, in turn, is responded to in 
strategy talk. Overall, we respond to the need to examine the broader societal 
discourses within which strategizing occurs (Vaara 2010; Vaara & Whittington 
2012). Studies in the international business setting indicate the societal origins of 
discursive strategy practices, e.g. linkages to neo-liberal ideology and global 
capitalism (Vaara & Tienari 2002; Vaara et al. 2004; Vaara et al. 2006) as well as 
to nationalistic and humanistic societal discourses (Vaara & Tienari 2002; Vaara 
et al. 2004; Vaara et al. 2006). We contribute to this body of research by 
demonstrating the significance of the postcolonial, Orientalism discourse, to 
strategy-making vis-à-vis the Chinese market. Our meso level analysis of the 
CBP illustrated how Orientalism was used to construct a sense of opportunity: it 
was assumed that their expertise would be much needed in the Chinese 
companies. The consequence was, however, that Finnish-Chinese relations were 
framed by hierarchy.  
Further, we contribute to the understanding of the micro-processes of 
strategy by extending the model proposed by Phillips et al. (2008) with a 
detailed analysis of the micro-linguistic processes of strategizing and pointing 
out their power effects (Carter, Clegg, & Kornberger 2008; Samra-Fredericks 
2005). The detailed analysis at the micro-level enabled us to elucidate the 
subjectifying effects of the organizational discourse. The findings point out how 
the Orientalism discourse in particular provided resources for the managers to 
retain the subject position of the knowledgeable strategist in a situation framed 
by considerable strategic ambiguity. The classical, technocratic and rational 
models portray strategy as a managerial task focused on evaluating alternative 
methods of strategy and deciding on their implementation (Chaffee 1985, 90). As 
Levy, Alvesson and Willmott (2003, 97) point out, strategy talk is not neutral, 
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but it is “a powerful rhetorical device that frames issues in particular ways and 
augments instrumental reason; it operates to bestow expertise and rewards 
upon those who are ‘strategists’; and its military connotations reinforce a 
patriarchal orientation to the organization of work”.  
Traditionally, the idea of domination in relation to strategy is based on the 
enforcement of managerial power (Ezzamel & Willmott 2008), suggesting that 
managers and experts have the best strategy-related knowledge, and others 
have less. When managers align with the strategy discourse they will 
automatically acquire the expert position offered by that discourse (Knights & 
Morgan 1991). In our case, the managers’ strategy work was, however, 
hampered by the lack of accurate factual information and personal experience of 
Chinese markets, which produced uncertainty in terms of market evaluation. 
The CBP became framed by the binary opposition between ‘us’ (the 
West/Finnish company actors) and ‘them’ (non-West/Chinese actors). More 
importantly, while the strategy and global business discourses failed to provide 
adequate linguistic resources for the evaluation of the Chinese market potential, 
the Orientalism discourse served as a socially available knowledge-base through 
which Finnish managers were able to cope with the uncertainty about China and 
provided them with enough resources to do their strategizing job. Therefore our 
results actually point out the skill of the managers in retaining their subject 
position as the knowledgeable strategist, even in problematic and difficult 
situations.  Research has also shown how the strategy discourse in itself sustains 
and reproduces the dominant position of the strategist (Eriksson & Lehtimäki 
2001). Moreover, Laine and Vaara (2007) unveil three competing notions around 
strategy development and subjectivity, where both top and middle management 
discourses reproduce top-down and expert-centered subjectivities, which are 
contested by project engineers’ discourse. Our novel contribution to the research 
so far is the notion that the position of the strategist can also be achieved 
through the use of other macro-level discourses than the strategy discourse 
itself. Our findings resonate with those of McKenna (2011), who outlined how 
North American managers authoritatively drew on the Orientalist discourse in 
their representations of the economic development in China and India, even 
when lacking personal experience or knowledge from the markets. Our findings 
build on this finding by suggesting that Orientalism, as a culturally available 
discourse, can in certain situations be a key resource for strategizing.  
The apparent problem related to the Orientalism discourse is that it hardly 
provides a politically correct vocabulary in any professional context. This 
becomes evident from our analysis. The Orientalism discourse did not inform 
the official strategy texts of the CBP. Indeed, the distinction between how the 
official and informal texts were informed by the three discourses persisted 
throughout the project. It was not until the closing stage of the project that 
Othering entered a draft of the final project report. It was described throughout 
the draft how the ‘old-fashioned’ Chinese business culture and the ingrained 
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habits are a potential impediment to Finno-Chinese relations. After some 
feedback from the project group, this content was removed from the report.  
The Orientalism discourse therefore served as a two-edged sword. It 
provided vital resources for the strategists to do their job, but it also gave rise to 
politically incorrect ideas having potentially undesirable effects. The colonial 
vocabulary used led to downplaying and problematization of the business 
opportunities in China. Moreover, the colonial binaries depicted Finnish 
companies as sources of managerial and business knowledge which should then 
be transferred to Others (for similar findings see Jackson 2012; Mir et al. 2008). 
Therefore, the Orientalism discourse building upon Western domination would 
not provide a good starting point for reaching win-win business relations or co-
operative relations based on equality.  
 
 
CONCLUSIONS 
 
Our paper has shown the relevance of the CDA-based three-level discourse 
analysis to the elucidation of the power dynamics of strategy-making. Moreover, 
we elaborated on how broader discourses can inform the informal and official 
strategy texts with a same business focus in a very different manner. In fact, it 
was possible to identify the Orientalism discourse only through the examination 
of the informal strategy texts. In our case, focusing on the formal strategy texts 
alone would have resulted in the colonial ideologies going unnoticed. And yet, 
as indicated by the empirical analysis, the informal strategy texts (e.g. informal 
discussions, personal interviews) played a crucial role in the construction of the 
power effects of strategizing. Therefore, contrary to earlier research focusing on 
discursive events taking place within the formal strategy processes, such as 
organizational strategy renewals (Ezzamel & Willmott 2008), strategy 
documents (Eriksson & Lehtimäki 2001; Pälli, Vaara & Sorsa 2009) and strategy 
meetings (Pälli et al. 2009), our paper highlights the criticality of including 
informal strategy texts in the analysis. We suggest that, overall, more emphasis 
should to be placed upon the informal aspects of strategy and also on the 
dynamics of the official and informal texts.  
We also introduced some ideas about how strategy discourse studies can 
benefit from the examination of the linkages to other macro-level discourses. It 
has been suggested earlier that strategic management should be interlinked with 
other bodies of knowledge such as globalization (Phillips & Dar 2009, 427). 
Furthermore, some researchers have specifically called for the unveiling of the 
ideological assumptions framing strategy discourses on the emerging markets 
produced by the Western world (Greckhamer & Cilesiz 2012, 30). Our paper 
addressed the linkages to postcolonial discourses in particular. As our findings 
show, when combined with the strategy discourse, other macro-level discourses 
can indeed reinforce the power effects of strategy.  
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The Orientalism discourse, and the colonialist ways of thinking in general, 
promote a home-centric ideology which is dominant within the international 
business context (see Brannen and Doz 2010). In addition, the Orientalism 
discourse can effectively reproduce the managerialist hierarchy in strategy 
discourse (Knights & Morgan 1991). This is how the Orientalism discourse is 
linked to negative implications for business even though it may also serve as a 
significant strategic resource for managers. An awareness of the positive and 
harmful effects of the Orientalism and macro-level discourses might offer 
business practitioners with a more informed position for strategy-making based 
on more equal power positions.  
We claim, however, that much more research is needed on these issues. In 
addition to theoretical development, future studies could examine how Western 
organizations that are more advanced in their China business strategize over the 
markets. Moreover, analyses of how Chinese companies strategize vis-à-vis 
Western companies would provide yet another starting point for further studies. 
As a final conclusion, our findings support the critical notions that there is a 
need to expose the ideological assumptions of strategy discourse produced by 
the Western world (Greckhamer & Cilesiz 2012). In addition to the West-East 
perspective, the North-South business settings provide novel opportunities to 
examine the power issues of strategy further. 
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